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SUMMARY OP THE THESIS
Marketing, both as a business philosophy and a set of activities, 
is widely applicable to the tourism and travel retailer (the travel 
agent). The level of marketing's application to the travel agent does 
not appear to depend on the size or independence of the agent. The 
level of acceptance of marketing does, however, depend on internal 
factors, such as the nature of the owner/manager, and external factors, 
such as the state of the economy.
The research carried out in the thesis shows that, in general, 
marketing is not widely accepted and applied by travel agents. Travel 
agents exhibit symptoms of low marketing orientation as well as behaving 
in a passive manner as regards their role in the industry.
Although the thesis analyses how marketing can be, and is, applied, 
it is apparent that individual travel agents seem to be impeded in 
fully applying marketing to their business. These barriers are 
examined in the thesis with the aim of explaining the difference 
between the applicability and actual level of application of marketing 
amongst travel agents.
The findings of the thesis have implications fbr the travel 
industry. The range of marketing activities that may be applied to the 
travel agent, show him what is possible and what barriers may exist to 
impede his attempts to become more marketing oriented. Furthermore the 
agent - principal relationship greatly depends on the actual and 
potential scope of the travel agent's marketing. This agent - principal 
relationship, and the agent - client relationship are affected by the 
marketing approach adopted by the individual travel agent. The thesis 
sheds light on the behaviour of different types of travel agents and 
suggests that small/independent agents are equally able to apply 
marketing as other types of agents.
Marketing, as an emerging business area, is applicable to the 
service sector, as well as the retailing and small business areas of 
which the travel agent is often a good example. Having indicated the 
applicability, the way lies open for the application of marketing by 
tourism and travel retailers.
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PART I INTRODUCTION
ORIGINS OF INTEREST
The subject of the thesis, the applicability of marketing to the 
tourism and travel retailer became of interest to the researcher 
because it brought together three aspects - marketing; small business; 
tourism and travel retailing.
These three areas attracted the researcher not only because they 
fitted his personal practical experience and academic interests but 
also the thesis subject appeared to be of significance for the travel
industry in general and the tourism and travel retailer in particular.
Marketing, as a business philosophy and function, has been of 
special interest ever since Levitt, Kotler and others persuaded the
researcher that it was, and is, one of the key and dominant areas of
business activity. It seemed logical that marketing, as the process 
concerned with systematically satisfying the consumer profitably, 
should be crucial to the company^ success. It is the consumer, by 
choosing to purchase the company^ products or services, who provides 
the key to survival.
The second aspect of this research deals with small business, 
which is interesting for two reasons in particular. Firstly, the 
sheer number of small businesses, especially in the retailing sectors, 
means that small business represents a significant section of the 
economy - in terms of employment, production and income. Secondly', 
developments in marketing have hitherto tended to concentrate very 
much on the larger enterprises, often those involved in mass-produced 
consumer products.
This latter point provides also one of the reasons for selecting 
the third, and final aspect of the thesis. Tourism in general, and 
tourism and travel retailing in particular, are examples of services 
that have in the past net received sufficient attention, in terms of 
marketing developments. A further reason for interest in tourism is 
the importance of this sector in the economy - the impact on the 
balance of payments of the U.K. and other countries. Tourism retailing 
is of special interest because of the immediate feed-back from marketing 
activities in terms of customer reactions e.g. sales.
THE THEME OF THE RESEARCH
The theme is marketing's applicability to the tourism and travel 
retailer .(travel agent unless otherwise stated), with special reference 
to the small and/or independent agencies. Following on from the 
previous section, the two figures below illustrate, in simplified form, 
the desirable and the actual pattern of data availability, as well as 
providing a framework for the research thesis.
Small
BusinessMarketing
Tourism & Travel 
Retailing
FIGURE 1s Desirable pattern of data availability
Marketing
Mini
Marketing
Retail & 
Services 
Marketing
Small
Business
/ Tourism 
& Travel 
Retailing
Small Retailer
FIGURE 2: Actual pattern of data, availability
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One of the main purposes of the research is to explore the area 
of overlap, represented by the shaded parts of the diagrams above.
The overlap refers to the subject area where marketing, small business 
and tourism and travel retailing coincide and is obviously closely 
related to the title of the thesis. The first figure is called 
"desirable”, simply because it would greatly facilitate data 
collection and analysis. The actual position tends to.be quite 
different, as the pattern in figure 2 indicates, with its three areas 
of overlap: retail and services marketing; mini-marketing; small
retailer (travel).
The lack of data conforming to figure 1 meant, on the one hand, 
that the research into the overlap area was more difficult. On the 
other hand the lack of data provided one of the main stimuli to this 
research, which seeks to remedy the dearth of information. (See 
Parts VII and VIII).
The literature analysed in Parts IV, V and VI is selected on the 
basis of its contribution to the thesis. The selection is not, and 
cannot be, exhaustive of all three such wide areas - relevance to the 
research theme is the main criterion.
REASONS FOR THE CHOICE OP RESEARCH TOPIC
There are three general reasons behind the selection of the topic. 
Firstly, as the literature review (Part II) establishes, research into 
the applicability of marketing to travel retailing, via the route of 
services marketing, mini-marketing and tourism marketing, has not been 
undertaken in this form before. Secondly, the topic promises to yield 
some ideas of theoretical importance about marketing1s potential 
applicability to this important sector, comprising some 4,000. retail 
travel agents. Thirdly, the nature of the topic holds interesting 
practical implications for marketing in general and mini-marketing and 
travel retailing in particular.
Specifically relating to Parts IV, V and VI, it is possible to 
give an idea of the objectives of these sections by listing some of 
the questions that the thesis sets out to answer.
MARKETING- AND ITS SCOPE DEPINED
* What does marketing mean and what are its essential aspects?
* Under what conditions does marketing occur and why?
* To what extent can marketing effectiveness be measured, in terms 
of cost/benefit?
* How can marketing be applied to retailing?
By the end of this Part the reader should have an awareness of 
the relevant aspects of marketing as they affect the travel retailer. 
This includes an appreciation of what marketing, and marketing 
orientation, mean, as well as the factors influencing its applicability 
to travel retailing, as a service industry. In addition the reader 
should have received an idea of the main issues of retail marketing.
SMALL BUSINESS
* What is the role and nature of small business?
* What are the main small business problems (with reference to 
marketing)?
* How important is education in relation to small business?
* How can marketing be applied to small business?
By the end of this Part the reader should have an awareness of 
the main issues behind marketing’s applicability to small business, 
of which the'small, independent travel agent would be a prime example 
in this thesis. The reader would also have been informed of the role, 
nature and problems of small business in so far as these may affect 
their level of marketing orientation.
TOURISM AND TRAVEL RETAILING-
* What were the main developments in the industry that may have 
affected travel agents?
* What is characteristic of the travel agent?
* What, if anything, is special about the small and/or independent 
travel agent?
* What is marketing’s potential applicability to the travel agent?
* How is marketing applied in practice by travel agents?
By the end of this Part the reader should have an awareness of 
the nature of travel retailing, with reference to small and 
independent agents, as well as an appreciation of marketing’s
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applicability in theory and marketing’s actual application in 
practice. This discrepancy forms the subject of some of the 
conclusions found in Part VIII of the thesis.
There is some overlap between the material of Parts IV, V and VI.
In general, the material is introduced where it is thought most 
appropriate or where it has originated. Por example, data on market­
ing and small business (mini-marketing) occurs mainly in Part V, althou­
gh it is also discussed in Part IV, and to a lesser extent in Part VI.
RESEARCH METHODOLOGY
The main stages of the research (see Part III) were carried out 
over a four and a half year period beginning in January, 1974. The 
principal constraints have been manpower (only the researcher), 
financial resources (virtually no funding) and time (research 
undertaken on the basis of part-time Doctoral studies in association 
with Surrey University and supervisor Mr. J. Burkart).
The eight stages of the research, listed below, were carried out 
exclusively by the author.
The eight stages of the research
1. Desk research
2. General, background idea-sounding
3. Pre-testing the questionnaire
4. Pilotting the questionnaire
5. The travel agent survey
6. Peed-back with agents sampled
7. Pollow-up study
8. In-depth case studies
9* Other relevant field work material
ORIGINAL ASPECTS OP THE RESEARCH
Pirstly, there has been a thorough and exhaustive review and 
analysis of the existing published material in the field under study. 
More than 200 references have' been used. The review of the trade 
press has included a page-by page examination of all the issues of 
certain papers.
Secondly, the field research (stages 2-9) has involved over 
seventy interviews with travel agency managers/owners, marketing 
managers/directors of major tour operators, airline and other
principals, "travel trade personalities" and so on. Only a single 
refusal was encountered and there was full cooperation in interviews 
often lasting up to two hours (the mean; one hour). The main body 
of the field research consists of interviews personally conducted 
with 32 travel agents using a questionnaire (see appendix i) 
containing more than 80 questions on their activities and attitudes. 
Below are some of the questions asked, which also have formed the 
basis of a recent article by the researcher in a travel trade . 
publication.(1)
A. General
1. What are the main problems facing the agent?
2. What do the agents believe to be the key to success?
3. What is their reaction to retail price maintenance (REM)?
4. Would agents join a voluntary group?
5. What does the agent see as the main competition?
6. How does the agent see his role in the industry?
B. Marketing
1. What do the agents understand by the term 1marketing1?
2. Does the Travel Agent specialise?
3. What marketing activity is the most popular?
4. Does the agent carry out any marketing research?
5. What are the main advantages/disadvantages of being "small"?
6. What are the main advantages/disadvantages of being 
"independent"?
Finally, one original aspect of the research is the attempt to 
integrate theory and practice and to arrive at some new insights 
concerning marketing and the travel agent.
BY-PRODUCTS OF THE RESEARCH
The theoretical and practical Implications of the research have 
led the researcher to become involved in certain teaching, publishing, 
research and consultancy connected with the thesis. Below is a brief 
outline of the six main by-products to date:
1. Collaboration in an IPC correspondence course book on small 
business.
2. Short course teaching to managers on the subject of marketing for 
the smaller enterprise and the marketing of services, especially
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tourism and insurance.
3. A paper on the thesis topic presented to Surrey University M.Sc. 
students.
4. An article published on marketing and the travel agent in the 
marketing newspaper of the travel trade, Travelnews. (1)
5. Research collaboration with travel agents.
6. Consultancy assignment for a major airline - to investigate,
inter alia, the role and impact of the travel agent on his business.
OUTLINE 03? THE MAIN ARGUMENTS
In order to enable the reader to follow the central arguments 
developed in the thesis more easily, the main issues have been 
summarised below:
1. Whether there is evidence to suggest any difference in the level 
of application of marketing between small and large, or between 
independent and non-independent travel agents.
2. Whether travel agents are active or passive in their approach to 
marketing.
3. Whether the level of marketing orientation among travel agents is 
high or low.
4. Whether there are any other factors that affect the marketing
behaviour and performance of travel agents.
These issues are discussed in Part VIII where the conclusions of
the evidence found in Parts IV, V, VI, VII are set out. In addition,
these conclusions form the basis for hypotheses that shed light on 
the thesis topic.
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PART II LITERATURE REVIEW
CHAPTER 1 THE MEANING OF MARKETING ARP ITS SCOPE
1.1. BOOKS
1.1.1. Marketing defined
1.1.2. Retail marketing
1.1.3. Services marketing
1.2. PERIODICALS
1.2.1. Marketing defined
1.2.2. Retail marketing
1.2.3. Services marketing
1.3. MISCELLANEOUS
CHAPTER 2 SMALL BUSINESS
2.1. THE BOLTON REPORT
2.2. BOOKS
2.3. PERIODICALS
2.4. MISCELLANEOUS
chapter 3 the tourism and travel retailer
3.1. BOOKS
3.2. SPECIAL STUDIES AND REPORTS
3.3. PERIODICALS
3.4. MISCELLANEOUS
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PART II LITERATURE REVIEW
Aims of- the Literature Review
The first main purpose is to critically evaluate the existing 
published knowledge in the field. This will be achieved both by 
extensively reviewing the published material and analysing the 
academic, and- to some extent practical value, of the literature.
The second main purpose of this review is to assess the 
revelance to the thesis of the major literature sources used. The 
principal sources of data will be identified and then examined to 
analyse the extent to which the conclusions of the major works assist 
in the development of the thesis. Sources of material will be drawn 
from a very wide data base.
It should be noted that the aims formulated above are very 
closely interrelated.
Role of the Literature Review in the Research Thesis
The literature review forms an important part of the thesis for 
the following main reasons
- it permits an assessment of the current state of knowledge in the
field.
it assists in the formulation of hypotheses.
- It contributes to the design of questions to be used in the field
work (for research methodology - see Part III)
- it provides a basis for comparison between the results of the
field work and previously discovered conclusions.
- i t  helps in providing new insights into the subject of the 
thesis.
Types of Lata Sources
As mentioned earlier data will be drawn from a wide range of 
sources. These fall broadly into five categories which will form the 
basis of the literature review in the ensuing sections*
BOOKS:
An important source of data comes from books that have been 
published in the field, in the U.K. and elsewhere. The quantity of
information is usually appreciable. However, owing to the lead time 
involved between writing and publishing a book, often the data is not 
completely current.
PERIODICALS:
The magazines and newspapers provide a current insight into 
aspects of the'general subject of the thesis. These periodicals are 
found in the trade press e.g. Travel Hews, Travel Agency. Travel 
Trade Gazette. In addition the professional journals such as 
Marketing. Harvard Business Review, provide much relevant data.
Apart from the trade and the professional, there is the tliird type of 
periodicals which are helpful to the study - the general press. The 
general press, whether the national dailies, the local weeklies, the 
national Sunday papers or other magazines are occasionally helpful 
in providing informative, if sometimes somewhat journalistic, 
articles.
SPECIAL STUDIES ADD REPORTS:
These special studies and reports are, in some cases, relevant 
to the thesis as they provide considerable factual detail on certain 
subjects. These studies may either be in the form of privately 
commissioned research e.g. the EIU study, or they may be in the form 
of government reports e.g. the Dolton Report.
MISCELLANEOUS:
As the amount of literature in the research field tends to. be 
limited, ... other data sources yielding relevant information ctfe 
used. Consequently, material included in this research thesis has 
come from the reports of conferences and professional meetings, 
public relations material, annual reports, EEC publications. One 
source particularly worthy of mention here, is the Retail Agents 
Marketing Service (RAMS) which issues many publications aimed at 
improving the travel agent’s marketing. This is produced by British 
Airways and is referred to later in the thesis (Part YI Chapter 4).
Each of the following chapters will evaluate the literature 
relating to the three main aspects of the thesis.
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CHAPTER 1 THE MEANING OE MARKETING AND ITS SCOPE
Although the study of marketing and all its facets would be a 
vast undertaking, only certain selected aspects of marketing have 
been included in this research thesis. As this thesis deals with 
the application of marketing to the travel agency sector, three 
main topics relating to marketing have been chosen as being 
particularly relevant.
This chapter reviews the main literature sources relating to 
these topics: marketing defined; retail marketing; services
marketing.
1.1. BOOKS:
1.1.1. Marketing Defined
As far as the meaning .of marketing is concerned, there is 
a very large number of books, British, American etc., that have 
been published. These mostly include sections dealing with the 
meaning of marketing, although there are few books which 
concentrate on this topic exclusively.
To pinpoint any books from the wide range available is an- 
almost impossible task, nevertheless six books (three British 
and three American), serve as good examples.
Philip Kotler’s text book, Marketing Management (2)(3) 
now in its third edition, is one of the works that have 
influenced the development of marketing thinking. The first_ 
objective stated in his preface to the third edition underlines 
the contribution his book makes to marketing in general and this 
thesis in particular, "to up-date the discussion of marketing 
problems, practices and principles". Kotler*s analysis of the 
marketing concept and the marketing mix was useful in designing 
the questionnaire used in the field research (stages 2-8).
Levitt1s Marketing for Business Growth (4) represents a 
good book on the essence of marketing for business. His thought 
- provoking ideas clearly analyse key issues. His preface sets 
the tone of the book, for example, " a product is something people 
buy, if they don’t buy it, it’s not a product". The primary aim 
of the book is to tell the chief executive what he needs to know 
about marketing and how to balance "the opportunities and threats 
of the external environment with the resources and aims of the
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internal environment". .
Stanton*s book (5) is designed as an introductory course 
in marketing for students and general reading for executives.
As the title, Fundamentals of Marketing, suggests, the book 
concentrates on the basic elements'of marketing and this is 
helpful to the thesis. In addition, the sections on retail 
marketing.and services marketing are useful.
Rodger’s book Marketing in a Competitive Economy (6) 
embodies the basic philosophy of this thesis, when it says, in 
the preface, that the book is designed to "bridge that gap" 
(between practice and theory). Rodger goes on to explain that 
a particular piece of "practice" becomes "more meaningful if it 
is allied to an understanding of why it is being done". His 
section on applying the marketing concept, especially to the 
small fiim, is particularly valuable.
Foster’s book Planning for Products and Markets (7) aimed 
both at managers and students, seeks to apply marketing principles 
and techniques to planning for products and markets. This is a 
very sound book, which contains useful elements for.the thesis.
Davidson’s book Offensive Marketing (8) is complementary 
to the texts discussed above, in that, as Davidson says in the 
preface,.it is primarily aimed at practising businessmen, and, 
to a lesser extent to the advanced student.
In addition, there are certain books which concentrate on 
marketing’s application on a wider sphere. In particular certain 
books are relevant in demonstrating the scope of marketing as it 
extends to retailing and the service industries, of which tourism 
is an example.
1.1.2. Retail Marketing
The literature reviewed here deals with an examination of 
the retailer and his function from the marketing point of view.
One of the key areas that the thesis is exploring is the debate 
on the role of the travel agent in the travel industry. Is the 
travel agent simply the retail outlet for the principals’ 
products? Or is the travel agent to be considered as a business 
in its own right "manufacturing" its own package of products and 
services which it then retails to the consumer? In other words,
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does the travel agent have a passive or active role as far as 
marketing activities are concerned.
Pour books in particular are reviewed as they illustrate 
many of the factors involved in the appreciation of the 
marketing aspects of the retailer’s activities.
Two books have been published that examine the different 
.aspects of retail management. One,Marketing Logistics and 
Distribution Planning edited by G. Wills and M. Christopher (9) 
contains chapters covering general topics concerning retailing 
and the community, and general policy as well as specific topics 
examining sales promotion, personal selling and self-selection. 
Although this book, in common with the other references in this 
Chapter, does not concentrate on tourism retailing (see Chapter 
3), it does indicate the scope, or potential of marketing in 
the retail sector.
The other book New Ideas in Retail Management edited by 
Gordon Wills (10) comprises of a selection of fourteen articles 
on special themes in Retailing. Of particular interest to the 
author in this thesis is the contribution by G. Wills on 
"Retail Location". Again, this shows the potential of 
marketing’s application to retailing, which the field work seeks 
to test.
Cox’s book Retail Development (11) is intended to 
"illustrate the possibilities open to retail management for 
improving the profitability of their companies". It is a 
practical book, and Chapter 7 on "improving branch results" and 
Chapter 8 on "corporate identity" are especially relevant.
Omstein’s book The Retailers (12) on the marketing aspects 
of retailing, although not based at all on tourism, his interviews 
with the senior management of leading retail groups provide, as he 
says, "clues" for other smaller retailers. The book examines how 
the groups’ success has developed, what marketing methods have 
been used and how these methods have differed. Of particular 
interest, Omstein attempts to discuss what the smaller inde­
pendent retailers can learn from the larger retailers.
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1.1.3* Services Marketing
The first book selected is Marketing by the Chartered 
Insurance Institute (13) and is a very useful contribution*in this 
field. Although at first glance it may appear that insurance has 
very little to do with the thesis topic, it is nevertheless 
relevant. The main reason is that this book, written mainly for 
students, explains in great clarity and detail the application 
of marketing that is possible in the case of a service industry 
(here insurance). The eight chapters not only concisely analyse 
the meaning of marketing b]it also apply marketing, with all its 
marketing mix constituents, to the insurance industry.
The second book by John Rathmell Marketing in the Service 
Sector (14) seeks to highlight similarities and differences in 
the marketing of products and the marketing of services, as 
Rathmell says, "Every product, whether tangible or intangible, 
which is bought and sold in the economic market place must be 
marketed in some form. This book is about what makes the 
marketing of services different". The book is divided into three 
parts: "Part I introduces the service sector to marketing; Part 
II introduces marketing to the service sector (application of the 
marketing mix); Part III attempts an integration of the two in 
four service industries". One of the main contributions Rathmell 
makes in this area is his analysis of the application of 
marketing to specific industries. Por the purposes of the thesis 
and its interest in the travel retail sector, this book comes 
nearest this when discussing the Hotel Industry and Air Travel.
.2. PERIODICALS:
1.2.1. Marketing Defined
There are quite a large number of periodicals in the 
marketing area specifically. These usually are in the form of 
professional magazines or journals e.g. Quarterly Review of 
Marketing, Retail and Distribution Management, Marketing,
European Journal of Marketing, Journal of Marketing. The other 
main type of periodical is in the form of trade journals e.g. 
Campaign.
In addition, many articles appear that are of marketing 
interest - and of special interest to this thesis - in non­
marketing periodicals e.g. Harvard Business Review, the National
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or Sunday newspapers.
The periodicals mentioned above, and others generate a 
very large number of articles - even on the specific aspects of 
marketing with which this thesis is concerned. What the author 
has done is to select a series of articles, stemming from 
various periodicals, that together serve to illustrate certain 
points. .
The first of these articles is a good link between this 
sub-section and the previous one, dealing about books. Written 
by Leslie Walsh and entitled a'Book Guide to Marketing"(15), his 
article represents ’one expert’s guide to the books the well- 
read marketing man should have on his bookshelf’ . The 
selection is made both on the basis of Walsh’s own opinion and 
on the basis of his survey of the recommended reading lists of 
the U.K. universities and business schools. It is worth noting 
that Kotler’s Marketing Management (3)was "the only book to be so 
recommended so much".
The next article written by Robert Heller (16) illustrates 
the controversy that a discussion of the meaning of marketing 
may arouse. It is the type of view expressed in this article 
that the author of the thesis sometimes saw reflected in his own 
field research. Furthermore, it is this type of article, 
written in 1972, which might have sparked off some of the later 
articles mentioned towards the end of this section. A quote - 
from his last paragraph aptly summarises Heller’s position.
"The moral is not ’look after your production and selling and 
your marketing will look after itself’; simply that stuffing 
the company into a bag marked ’marketing concept’ makes not a 
whit of difference to its myopia, arthritis, constipation -or 
any other of the diseases to which corporate flesh is heir."
This view expressed above is countered by several other 
articles and those that follow attempt to clarify the meaning of 
marketing.
Levitt, one of the leading marketing authorities, gave an 
interview to Marketing’s Editor, Michael Rines which forms the 
basis of an article (17). The article is useful to the thesis 
in that it concentrates on a realistic, practical approach to
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converting a company from product to marketing orientation.
A very useful article which attempts to draw together 
both the British and American views on marketing has been 
written by Philip Rosson (18). The article traces the 
development of marketing on both sides of the Atlantic, 
building on the works of Bartels (US), Kelly (US) and Rodger ("UK). 
The article is rich in references, containing as it does 64.
Of particular interest to the author is Rosson1s treatment of 
marketing in service organisations which he says is gaining in 
importance. On the other hand, Rosson argues that owing to 
this relatively recent rise in importance of the service 
sector, there is a shortage of literature on this topic - this 
being a point of view with which the researcher is in full 
agreement (especially as regards tourism).*
Another aspect of Rosson1s rigorous article is his analysis 
concerning the levels of adoption of marketing orientation within 
business. He quotes, inter alia McNamara in America and Wills 
and Hayhurst in Britain who found that the marketing concept is 
adopted and implemented more by large companies than the small 
or medium sized ones.
Rodger explains in his article (19) very concisely what 
marketing is understood to mean at present in Britain, and 
shows the trends that will affect the marketing concepts future 
development. Again, this makes a helpful contribution to the 
thesis research in this area.
The final ..article chosen that attempts to synthesise the 
different viewpoints is by Crosier (20). He analyses "50 odd" 
examples, and he groups these into seven categories as "no 
single one seems to encapsulate the whole essence of what 
marketing is". This proved very helpful in building the author1s 
own consensus view of the meaning of marketing which is 
incorporated in the thesis.
After these essentially theoretical articles on the 
marketing concept, the author has selected two further articles 
based on studies that add a practical dimension to this issue.
The first of these by N. Hart shows what 1200 managers in 
60 companies include in the !Marketing Plan1 (21). The article
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is helpful because it lists the different elements of the marketing 
plan and shows what percentage of managers mentioned each element.
The second of these articles is by Julia Piper (22) in which 
she analyses the findings of two surveys carried out at Aston 
University by David Walker. The two surveys were based on 
samples, in one case a stratified sample of 200 members of the 
public, and in the other a pilot survey of the members of one of 
the Institute of Marketing’s branches. Of particular relevance 
to the thesis are the findings concerning the public1 s knowledge 
of marketing functions (20fo could name none, 4'Sfo only named one), 
and the public1 s view of the marketers job.
1.2.2. Retail Marketing
The articles that have been chosen emphasize the range of 
techniques available in retail marketing, as well as certain 
other trends and issues relevant to the thesis. The large number 
of articles of which a selection appears below, serve to
complement the books previously referred to, in the sense that
the articles come from periodicals which tend to be very pract­
ical in their orientation.
The first of these by P. Wootton-Jones (23)focusses on a 
study of'retailers to see how they use management consultants.
The article makes points that have a very strong bearing on the 
question of marketing's acceptance by the smaller retailers.
Lack of resources, suspicion of external advice, shortage of
skilled professional management are some of the factors
contributing to the small use of consultants. It seems the 
smaller the retailer, the less the use made of consultants.
The implications of this article were relevant in hypothesising 
about travel retailers1 own resistance to change towards increased 
marketing orientation.
The full marketing potential of the retailer is expounded 
by Levitt in an article (24) in which he explains, with examples, 
that the point of sale is the point of production of the product.
Levitts approach to the retailer's active marketing role 
is developed by two.articles dealing with marketing techniques 
applied to retailing. The first, by Ralph Towsey (25) explores 
the principles and practice of shop layout, drawing the conclusion
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that this layout' should be aimed at combining the retailer's 
interest in maximum product exposure and security, with consumer 
interests of minimum effort and confusion. The second article, 
by Jane Wheatley (26) discovered confusion and waste in 
retailers’ use of point-of-sale advertising.
The subject of sales promotion figured in Julia Piper's 
article (27) based on a special report by Harris International 
Sales Intelligence - Research into retailers' and manufacturers' 
attitudes to sales promotion. The article highlights an issue 
that the thesis investigates - manufacturer/retailer conflict.
1.2.3* Services Marketing
On the subject of the scope of marketing with reference 
to services, one article in particular by Wyckham, et al. (28) 
provides a useful evaluation of the theory in this field. In 
addition, the article confirms the lack of literature in this 
area, and indicates that although distinctions can be made 
between the marketing of products and the marketing of services, 
ultimately, it is dysfunctional to differentiate between products 
and services marketing.
. MISCELLANEOUS:
The subject of the meaning of marketing and its scope is 
not only covered in the books and periodicals, but is also referred 
to in other diverse sources.
The first of these comes from the Institute of Marketing's 
Policy Statement on Business Affairs (May 1976) (2 9), in which 
the first of the ten sections asks the question "What is 
Marketing?" As the section is very concise and encapsulates 
much of the discussion contained earlier in this chapter, it will 
be included in toto.
"Respite a proliferation of definitions, there still exists 
considerable misunderstanding about the meaning and scope of 
marketing. The Institute's new definition is intended to give a 
clear, concise and comprehensive meaning to the term:
'Marketing is the management process responsible for identifying, 
anticipating and satisfying customer requirements profitably.'
Thus it may be said that marketing not only encompasses the 
essential philosophy of structuring the whole business operation 
around the requirements of the customer, but also embraces a
whole range of techniques and skills designed to create profitable 
customer satisfaction."
This quotation from the marketing profession’s Institute 
incorporates the official marketers’ definition of marketing, 
comprising not only the philosophy but also the techniques and 
skills to create profitable customer satisfaction. It is worth 
noting that these ideas complemented the notions emanating from 
the rest of the literature review and necessarily contributed to 
the field work.
The publicity.material for courses on Marketing, provides 
another source of material on the meaning of marketing. The 
concepts and techniques mentioned in the brochure for the INSEAD 
Course on hew Developments in Marketing Science, May 1976 at 
Fontainebleau, (30) help build up a marketing check-list for 
application in the field work.
CHAPTER 2 SMALL BUSINESS
The review of literature on small business companies covers four 
sections - the Bolton Report, books, periodicals and miscellaneous.
Unlike the previous chapter on marketing, where the literature is 
growing, the marketing aspects of small business are not well 
documented. The same is true, although perhaps to a lesser extent, as 
regards small business found in the retail sector (especially travel).
Nevertheless, this chapter intends to indicate and evaluate the 
principal sources of data on small business that affect the thesis.
2.1. THE BOLTON REPORT:
One of the major inspirations for this thesis is the Bolton 
Report (31) which not only analyses the important role that small 
firms play in the British economy, but also states the need for 
marketing in small firms.
The Report commisioned on the 23rd of July 1969 was 
presented in November 1971. The estimated cost of preparing the 
Report was £149,585.
The terms of reference of the Committee were as follows 
"To consider the role of small firms in the national economy, the 
facilities available to them, and the problems confronting them; 
and to make recommendations.”
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For the purpose of the study a small firm might be defined 
broadly as one with not more than 200 employees, but this should 
not be regarded as a rigid definition.
In the course of the study it will be necessary to examine 
in particular the profitability of small firms and the availabi­
lity of finance. Regard should also be paid to the special 
functions of small firms, for example as innovators and specialist 
suppliers/'
Thus, as can be seen above, the terms of reference were 
very wide ranging.
The Report is helpful to the thesis in a number of ways.
The quantity of information collected in the body of the Report, 
its appendices and Research Reports is considerable. Its sources 
of data cover fifteen separate areas, including professional 
bodies, individual firms, book references and individuals. 
Quantitative data on the role and activity of small firms is 
quite detailed. Of special relevance are the Bolton Report1s 
definitions of ’small1 and its figures on the average age of 
small firms. The Retail Trade has its own category, although the 
travel trade is not mentioned specifically.
The Report also usefully lists out the 8 main economic 
functions performed by small firms and their special contributions 
to the health of the economy. These points were borne in mind 
during later work" on the thesis.
One of the major sources of interest to the author was 
Bolton’s questionnaires used in the field work. Two types of 
questionnaire were used - a general descriptive one was sent to 
15,800 firms (3,500 replies), and an accounting questionnaire 
which was answered by 2,115 firms. The details demanded in the 
questionnaire were extensive and covered quantitative, and some 
qualitative data, on the activity of small firms. Some marketing 
aspects were included, mainly in the area of competition 
(competitive advantage and sources of competition). Sales and net 
profit data between 1965 and 1969 was collected.
The only specific reference to marketing came in the tenth 
of the eighteen sections of the Report. The section, entitled 
’’Management skills and advisory service^ ', included a paragraph on
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the needs of small firms, of which marketing appeared fourth among 
eight. Although disappointing in the weight attached to this 
aspect, at least the need for greater marketing in small firms 
received a mention.
The Report criticised itself when it evaluated the field 
work, and the representativeness of the sample used. Low response 
rate, normal sampling error, errors and ambiguities in response to 
a necessarily complex questionnaire, and suspect non-manufacturer 
data biased in favour of larger firms were all mentioned by Bolton.
Nevertheless, many of the Bolton recommendations were 
accepted by the Government (46 out of 56 in whole or in part).
The main outcome was the setting up of a network of Small firm 
Information Centres, under the aegis of the Department of 
Industry's newly created Small Firms Division. The appointment 
of a Minister with special responsibility for small firms was also 
made.
It is clear, not least from the number of references in the 
publications that followed Bolton, that this Report together with 
its ancillary reports, made quite an impact in the field.
.2. BOOKS:
In comparison to the marketing area, there are fewer books 
in the area of small business, and none specifically on marketing 
and small business (whatever sector). One book list comes from 
"Bibliography - books relating to small firms" which is a pamphlet 
produced by the Small Firms Information Centres (32). This 
pamphlet contains a number of references, however often these are 
simply short pamphlets or general books relating to industries or 
management functions.
Jonathan Boswell's book The Rise and Decline of Small Finns 
(33) was particularly helpful in the methodological aspects of the 
thesis research. The book is mainly concerned with the social 
aspects of small business e.g. problems of succession, strengths 
and weaknesses of family firms. However, it is both a "practical 
and diagnostic", work. Boswell's analysis of how he mounted his 
study of 64 small firms in the hosiery, knitwear and engineering 
industries is most informative. His questionnaire and his 
analysis of definitions of 'small' was of extreme help, (see Part 
V ) .
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2.3. PERIODICALS:
As was mentioned in the previous section, the articles 
appearing on small business tend either to be very general, or 
concentrating on non marketing problems of small business. The 
sector referred to in these articles is hardly ever the travel area.
Two articles analyse in a rigorous academic fashion 
particular aspects of small business activity. One article by 
Stanworth and Curran (34) examines the subject of growth from the 
sociological point of view. Their section on definitions of1 small 
fiim1is helpful.
The other article by John Deeks (35) similarly asks 1 what 
is a small firm?1 and then proceeds to give a mainly economic and 
organisational account of the role of small firms in the economy.
Two articles both by Geoff Wood specifically examine how 
marketing relates to small firms. The first one (36) very 
clearly explains how management teachers can help small firms. in 
general. As far as marketing is concerned he mentions marketing 
information as one area where help can be provided. The other 
article by Wood (37) opens by asking whether marketing is really 
relevant to small firms. MYesn he answers "without doubt." Wood 
goes on to identify areas where marketing is relevant - market 
information, product development, pricing strategy, advertising 
planning etc. This last article illustrates Wood*s approach to 
marketing and the small firm, which corresponds to the researcher1s 
own views.
2.4. MISCELLANEOUS:
There are a certain number of sources which, whilst not 
falling into the three previous categories, nevertheless contribute 
some further information on the nature and problems of small 
business.
Two short course brochures by the Institute of Marketing - 
Marketing for the Smaller Business (38) and Marketing on a Small 
Budget (39) — indicate that there exist ways of applying the 
marketing approach and its techniques to the problems of small 
business. Further, the author, having taught on one such course 
himself, feels that there is a continuous demand from small 
businessmen for such courses.
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The international interest in Small Business was demonstrated 
by the 5th International Small Business Management Conference held 
at .the Polytechnic of Central London in September 3rd - 5th, 1975. 
One paper by Peter Lennon of the European Economic Community, 
indicated the research being carried out in the E.E.C. on the small 
business (40).
CHAPTER 5 THE TOURISM AND TRAVEL RETAILER
The amount of published material varies enormously. In general, 
it may be said that there is an abundance of material on tourism which 
needed to be condensed to reveal the relevant facts for the thesis.
This abundance of material is not the case as far as data on the 
small and/or independent agent is concerned; very little exists - hence 
one of the needs for the thesis.
Likewise, the published material about what marketing is being 
done in practice at travel agency level is spread over a wide variety 
of sources, and is difficult to identify. Reasons for this include: 
secrecy in the trade; lack of availability of cost- effect information; 
lack of record keeping.
3.1. BOOKS:
Lickorish and Kershaw (41) produced a book The Travel Trade 
in 1958 which examined the travel trade1s position in the economy 
as well as analysing its structure and developments. This work 
was helpful in building up the post-war picture of the travel 
trade1s developments. Their section on travel agents within the 
travel trade discussed the role and activities of travel agents 
within the travel trade. Interesting references are made concern­
ing principal/agent relationships, smaller agents, and commission 
levels. Information is also provided on consumer booking 
behaviour with respect to travel agents. The surveys providing 
this information show the role of the travel agent in this area.
The Burkart and Medlik book Tourism, Past, Present and 
Future (42) provides an up to date survey of tourism. Although 
designed to be a reasonably comprehensive outline of tourism, 
rather than a detailed or exhaustive treatment of the subject, 
the book is extremely helpful in providing a framework. There are 
useful sections on the historical developments of tourism,
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particularly in the 1960*s and early 1970*s; on tours and 
agencies; and on marketing in tourism.
lundberg’s hook The Tourist Business (43) is a useful 
contribution. Although drawing mainly from the United States, 
experience, Lundberg introduces many interesting ideas concerning 
travel agents.
The marketing orientation of the book is shown by the 
opening statement of his introduction: "Defining tourism as the
business of the transport, care, feeding and entertaining of the 
tourist......"
The role of the travel agent is further analysed by George 
Young in a recently published paperback Tourism: Blessing or 
Blight? (44). This book, aimed at the man in the street, "is an 
attempt to describe tourism, to identify what the important 
issues are and to indicate where the solutions might lie."
Although clearly written for popular consumption, his analysis of 
why the travel agent’s role is now being squeezed is very 
illuminating.
This topic of the role of travel agents in the travel 
industry is analysed in much greater depth by Michael Peter£ in 
International Tourism (45). His book covers general aspects 
concerning the developments of the tourism industry; it is 
however, his work on travel agents and tour operators which makes 
the largest contribution to the author’s research. Peters, 
incorporates the Economist Intelligence Unit (EIU) Survey findings 
in his appraisal of the past, present and future role of the 
travel agent (The EIU survey will be reviewed at the beginning of 
the next section).
The marketing aspects of tourism are also examined in two 
books in particular. The first of these by Krippendorf Marketing 
jm Premdenverkehr (4 6) concentrates exclusively on marketing and 
its application to tourism. He defines marketing, then goes on 
to identify the characteristics of tourism marketing M .  service 
marketing). He then examines the role of the travel agent and - 
very relevant from the thesis point of view - the application of 
marketing instruments (techniques) to tourism. Krippendorf*s 
work certainly shows the potential application and relevance of 
marketing to tourism, including, of course the travel agents.
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A second book this time edited by Burkart and Medlik 
Management of Tourism (47) is a collection of 1 twenty quality 
contributions of long term value and interest1. It is useful in 
that it is designed as a companion volume to their basic text (42), 
following the same 10-part structure and publishing ’not easily 
accessible1 contributions. Of particular interest, are the 
chapters dealing with"Tour Operator^ ' andMMarketing in Tourisnh
Allan Beaver has written a very practical book called 
Retail Travel Practice (48) which is designed to be a practical 
guide to the travel agency business. What Beaver himself calls a 
manual of retail travel practice. It is aimed at the practitioner 
in the travel industry, or about to enter it, who is interested in 
principles and methodology. The twenty two chapters and ten 
appendices cover all aspects of retail travel practice. Of 
particular irterest to the thesis are the first seven chapters on 
broadly marketing aspects, as well as appendix ten. The simple 
style contains many interesting theoretical and practical points - 
many from his weekly Travelnews column "Retail Practice".
3.2. SPECIAL STUDIES AND REPORTS:
The travel agency sector of the travel industry has been 
the subject of four studies included in this literature review.
The major survey was produced by the Economist Intelligence Unit 
Limited (EIU) appeared in 1968 (49). As with the Bolton Report, 
this survey has made a major contribution to the amount of - 
information available on travel agents. The second survey by 
Market and Opinion Research International (MORl) appeared in 1974 
(50) and examined the trade patterns of travel agents, mainly from 
a pragmatically commercial point of view. The third study appeared 
in the form of a review of Travel Agents in the journal Retail 
Business (51). The fourth by Yaeoumis for EIU, explored the 
marketing of package tours with reference to distribution.(52)
The EIU Survey (49)
This survey was commissioned by the Association of British 
Travel Agents (ABTA) in 1966 and was jointly sponsored by leading 
Airlines, Shipping Companies and British Rail. In 1967 the EIU 
undertook the survey - "to survey the whole travel agency business 
with a view to ascertaining what sections of the business are 
profitable, and why, and to define and examine the non-profitable
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sections to see whether they can be made adequately remunerative 
either by employment of different methods or by an increase in. 
remuneration."
The study took eight months and was entirely the work of 
the EIU. To meet the above objectives the four main areas that 
were covered were:-
- the cost structure of British travel agents
- methods and procedures used by British travel agents
- the existing structure of agents’ remuneration
- attitudes of carriers and other holiday operators to
travel agents.
There is no doubt that the Survey is most impressive in the 
comprehensive manner in which it examines the Travel Agent. The 
summary of conclusions and recommendations very concisely and 
clearly spells out the EIU’s views on the efficiency of travel 
agents, the adequacy of their remuneration, their financial state 
and their organisation structure. In addition, the findings cover 
the relationship between travel agents and principals, and also 
proposals for the future development of the sector. These 
conclusions are backed up, not only by 12 very informative charts 
that display much of the quantitative data, but also the results 
of four questionnaires used in the field work. A stratified 
sample was used, and of 1500 classification questionnaires that 
were mailed out to ABTA members, 976 were returned. 80 were . 
selected randomly from those returned and were stratified. 45 
more members were selected from those that were not returned, 
making 125 in total. 95 personal interviews were carried out 
(organisation questionnaire). Only 54 financial questionnaires 
were returned to EIU for analysis. 40 major carriers, and tour 
operators were interviewed concerning the agent/principal 
relationship (marketing questionnaire).
Apart from the problem of double counting of figures (tour 
operators acting as travel retailers and selling tours of another 
member), there is also the fact that a comparatively low percentage 
agreed to fill in and return the financial questionnaire. In 
addition, the marketing questionnaire only went out to the 
principals, whose views concerning agency/principal relationships 
might not coincide with those of travel agents. Furthermore, the
range of questions in the ’marketing questionnaire’ was limited to 
some questions on promotion. Marketing or market research for 
example, were not mentioned.
Notwithstanding certain criticisms that can be levelled at the 
EHJ report, it does provide an enormous amount of detail concerning 
the activities of agents and attitudes of principals towards them. 
This information is very helpful to the thesis research.
However, as far as purely marketing aspects are concerned, 
these are not greatly explored from the agent’s point of view. The 
main reference to marketing is a section on what techniques 
principals can adopt to increase the demand for their services.
The application of marketing techniques at the travel retailer 
level is not developed.
Nevertheless the EIU study once again brings into focus the 
argument as to whether the role of the retailer should be active 
(creating business) or passive (order taker).
The Market and Opinion Research Survey (50)
This survey comes in the form of a ’report to participants’ 
and contains some of the findings of MORI’s 1974 Travel Agents 
Survey. 196 travel agencies in England, Scotland and Wales were 
interviewed in November, 1974. All agencies were both ABTA and 
IATA. members. There is no indication that this was other than a 
quota sample often used in commercial market research. Indeed the 
tabulations, mostly computerised, concern the ’trade patterns’ of 
agents.
From the thesis point of view, the way in which this survey 
breaks down agencies is interesting. Agencies are classified in 
three ways; by region, by number in the chain and by size of 
agency. These definitions when taken in conjunction with the EIU’s 
and Bolton’s definitions give a reasonably full picture of the 
possible range of definitions of size and nature of travel agents.
The survey also contains information that is illuminating on’ 
the promotional activities of agents. The type of promotions, as 
well as the expenditure involved and topics featured are covered in 
some detail. This was useful in framing certain questions used in 
the thesis survey.
The Special Report on Travel Agents 1973 (51)
This Report complements the information found in the previous 
two studies mentioned above. The role of ABTA in the industry is 
analysed as well as the Tour Operators1 view of travel agents.
The Report contains new material on the financial activities of the 
agent. In addition, advertising expenditure of some travel agents 
is cited. A great deal of this statistical information comes from 
what the Report calls "Trade information".
Air Inclusive Tour Marketing (52)
This study by John Yacoumis of the EIU was published in 
November 1975 and concentrated on air inclusive tour marketing with 
reference to the retail distribution channels in the U.K. and West 
Germany.
This report helps to set the scene 'and help establish the 
role and nature of travel retailing by passing on an essentially 
macro-analysis of the travel industry. The historical element in 
the study helps to synthesise published material on the subject of 
retail distribution. The original aspects of the project centre 
on the trading behaviour of travel agents, and their role in the 
industry.
Summarising, it is possible to say that these four studies 
are very valuable documents in the area of travel agency behaviour.
3.5. PERIODICALS:
There is a, wide variety, if in somewhat limited quantity, of 
articles published on the travel agent generally. A few articles 
touch on the marketing aspects; rarely, if ever, is the subject of 
the small and/or independent travel agents mentioned.
The trade press represents a very important source of data 
about the travel trade. The two main journals are the Travel 
Trade Gazette and the' Travelnews. Both periodicals are destined 
for travel trade readers and therefore the majority of the articles 
refer to strictly commercial themes e.g. new holiday destinations 
or changes in regulations. (A third magazine, a monthly called 
Travel Agent, contains mostly general feature articles, usually of 
immediate commercial interest e.g. destinations. A minority of 
articles are about marketing).
Nevertheless, by a comprehensive study of these periodicals, 
information relevant to the thesis has been revealed. This data
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might either be of a historical nature, giving details on major 
developments affecting the travel trade or examples of advertise­
ments and other marketing activities that have taken place with 
reference especially to the agents. For primarily historical 
reasons, Travel Trade G-azette has been examined page-by-page by 
the author since it was first published in 1955*to 1969- likewise, 
Travel news has been researched page-by-page since it first 
appeared as the Trade’s marketing newspaper in 19^ 9.
Apart from yielding information on major developments, it 
is possible to trace the gradual evolution of the marketing 
concept in the travel trade. Even if the simple case of press 
advertisements appearing in Travel Trade Gazette is taken, the 
distinct changes in style, content and sophistication since 1953 
may quite clearly be seen.
Allan Beaver’s series of articles in Travel news under the 
heading ’Retail Practice’ are very practical and informative hints 
on all aspects of retail travel, including some marketing aspects. 
Again, these articles are not academic in their approach, as they 
are aimed at travel agency managers and other practitioners.
4. MISCELLANEOUS:
Relevant data on tourism, with particular reference to 
travel agents, is found in an extremely wide assortment of sources. 
The information found in this way tends to be very often more 
recent than other forms of published material.
One data source however* that not only generates current 
but also historical data are Annual Reports. In particular, the 
annual report and accounts of the Association of British Travel 
Agents (ABTA) provide a good review of major developments affecting 
the sector. Naturally the nature and public relations function of 
an annual report must be borne in mind when drawing conclusions 
from its contents.
Agency publicity material contributes to an understanding 
of the marketing activities of the travel trade and especially the 
travel agent. Press advertisements show a great deal about the 
role of the travel agents. Local press advertisements by travel 
agents can indicate a great deal about how they view their 
functions. The Tour Operators’ advertisements and brochures when 
studied over a period of time, also give an indication on trends
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in travel marketing.
The large number of references included in this literature 
review arises due to the three fold aspect of the thesis.
As far as marketing and the small and/or independent travel 
agent is concerned the literature available is almost non-existent. 
Often the Smaller travel agent1 or 1 marketing and travel agents’ 
is discussed, but ’marketing activities of small travel agents’ 
is virtually never examined.
The detailed analysis of the contents of these references 
are found in the relevant sections of later parts of the thesis.
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PART III : RESEARCH METHODOLOGY
CHAPTER I : BACKGROUND TO THE RESEARCH
.1 INTRODUCTION -
One of the main aims of the research, in the context of the overall 
thesis was to provide information on ithe application of marketing 
to travel agents as well as on the reasons for the agents1 
marketing behaviour. This research was intended to yield new 
material in this field of marketing applicability to the travel 
agent for a number of reasons.
1. Greater detail : both from the desk research and the inter­
views and in depth studies of agents.
2. Original : on the basis of the exhaustive review of the 
literature on marketing applicability and the field research 
on agents.
3. More recent : than the E.I.U and other studies.
As is mentioned in Part VI, qualitative as well as quantitative 
information was examined in the field research. This qualitative 
information covers the attitudes, opinions and values of agency 
managers concerning marketing applicability, as well as certain 
other factors such as observation of travel agents and illustrative 
material. As marketing applicability will be shown to greatly 
depend on the attitudes and opinions of the management, the 
research has included an emphasis on qualitative data,which has 
mostly been codified to facilitate analysis.
Part II examined the contribution that an exhaustive review of . 
the published material made to the project. It also highlighted 
the extreme paucity of data on marketing and the travel agent.
This literature review formed the basis of the major field 
research subsequently undertaken. Many of the ideas, concepts 
examples and problems relating to travel agents that emerged 
from the literature review were incorporated into all stages of 
the field research. For example, material was collected during 
the field research on the degree of marketing orientation and 
passivity of travel agents, as expressed previously in terms of 
actual marketing behaviour compared to potential.
In addition, the behaviour of small and large travel agents
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were compared to discover whether the differences existed.
1.2 RESEARCH AIMS
Firstly, to provide data that would confirm, reject or modify 
hypotheses concerning the behaviour of travel agents as regards 
their marketing activities.
Secondly, to generate fresh insights, into the way in which 
travel agents make use of marketing.
Finally, the field research aims to indicate the implications 
of the findings, concerning marketing's applicability to the 
travel agent.
More specifically, the overall aims include:
1. to assess the current positions
2. examine ideas from the literature review
3. compare agent's marketing applications and the potential 
applicability to travel retailing
4. form certain conclusions
5. generate, evidence that would form the basis for hypotheses 
and implications.
The research was designed to be carried out in a number of 
consecutive stages. One reason for this was the desire to 
incorporate the findings of one stage into the research designs 
of a subsequent stage. Another factor was the aim to ensure 
that the theoretical aspects of marketing (applicability) 
were translated into easily understood and relevant terms for
the agent.
The nine staqes:
1. Desk research
2. General, background idea-sounding
3. Pre-test the questionnaire
4. Plotting the questionnaire
5. The travel agent survey
6. Feedback with agents sampled
7. Follow up study
8. In-depth case studies
9. Other relevant field work material
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CHAPTER 2 : THE STAGES OF THE RESEARCH
This chapter will concentrate on the methodological considerations 
that were taken into account in the design and implementation
of the various stages of the research, especially the field 
survey.
2.1 DESIGN OF THE 32 AGENT SURVEY
A stratified random sample was chosen. The assumption was made 
that the nature of travel agentsvaried between strata drawn on 
the basis of the settlement size in which the agent was located, 
(see also Part VI 4.2.2, which discusses Marlowe's confirmation 
of the above view).
The sampling fraction and therefore the size of the sample were 
calculated on the basis of certain characteristics concerning 
travel agents (the ratio of one branch to more than one branch) 
in the sample frame. The sample frame used was the latest 
Travel Trade Directory 1976 issued by the Travel Trade Gazette.
The 32 agents interviewed came from the original sample of 40.
The main reasons why only 32 of the 40 agents were seen, was 
due to weaknesses in the sample frame. Although the results of 
the survey would be indicative of the general situation, it 
was not felt desirable to extrapolate the survey results to 
the general population of agents. The main reason was the 
difficulty in choosing and designing a sample consistent with 
the sample frame information.
The 1971 Population Census for England and Wales was used as 
the basis of stratification by settlement size.
The area chosen for the survey was the South East of England 
and East Anglia, excluding Greater London (all as defined by 
1971 Census). These two regions were chosen as providing a 
basis for randomly selecting travel agents from a significantly 
large region of the country. This region contains a mix of 
rural and urban communities, only one of which exceeded 200,000 
population.
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Greater London was excluded from the survey because it was 
felt that travel agents in Central London, and its boroughs 
would not be typical. Firstly, the agents there have access 
to a richer market. Secondly, Business House travd. acccounts 
for more business in Central London than "average" travel 
agents outside London. Thirdly, the greater concentration 
of both population and agents leads to untypical trading 
conditions. Finally the commuter phenomenon is exaggerated. 
Part VI Chapter 4 contained references to this.
In order to minimise the bias inherent in questionnaire 
design, the questionnaire was pre-tested and pilotted. The 
questionnaire was personally administered by the researcher. 
All the interviews with the exception of one were completed 
within a month (September - October 1976).
To minimise non-response all letters were personally hand­
written and followed up by telephone calls.
Setting up of the sample : The 1971 Census of Popjlation
provides 16 census regions: 11 in S.E. England and 5 in
E. Anglia. The settlements were identified in each county. 
Certain Rural Districts (R.D.) were included by the Researcher 
in the corresponding Urban Districts (U.D.) e.g. Ely. U.D.
The settlements were then arranged according to size of 
population.
The frequency distribution appears as below:- 
Q p f f 1 pmpn t
ZT , ; 5000 - 25000 25001 - 50000 over 50000Population
“ r of. 97 86 76
Settlements
FIGURE 3: Number of settlements by population size.
N.B. Settlements with less than 5000 population were omitted. 
There were only eighteen, of which only one settlement had a 
travel agent. Indeed the population of that one settlement 
was 4449 (just short of 5000) - Rye.
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As mentioned before the statistical calculation of sample 
size corresponded also to a sampling fraction of 1 in 5,
Consequently, this fraction was applied to the strata as 
follows:-
Settlement 5000 - 25000 25001 - 50000 over 50000
Population
Number of
Settlements 20 18 16
Sampled
FIGURE 4 : Number of Settlements sampled by population size
The Travel Trade Gazette directory was then used as a sample 
frame. The steps taken by Travel Trade Gazette to update 
their directory are-quite extensive. Each year forms are sent 
out to all travel agents asking them to providing information 
concerning amendments. In the event, the sample of 40 selected 
randomly did show up some inaccuracies but on the whole the 
Directory was useful as a sampling frame.
From the Travel Trade Gazette directory the travel agents 
located in the randomly selected settlements were listed by 
the researcher e.g. 18 agents were found in the 20 settlements 
in the first category.
Settlement 5000-25000 25000-50000 over 50000
Population
Number of
Agents Per 18 55 122
Selected
Settlements
FIGURE 5: Number of agents per selected settlement
Again, one in 5 travel agents were randomly selected which 
meant:-
Settlement 5000 - 25000 25000-50000 over 50000
Population
“ s ° f «
FIGURE 6: Number of agents randomly selected
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Thus the uniform sampling fraction provided a randomly selected 
sample of 40 travel agents in the South East and East Anglia.
(40 being the originally selected size). Random number tables 
were used.
Of these 40, letters and telephone calls to each selected travel 
agent indicated that 5 were exclusively tour operators, 2 were' 
untraceable.
The sample was then reduced to 33, and 32 interviews were 
subsequently carried out in the region, stretching from agents 
interviewed in Great Yarmouth to one interviewed in Lymington, 
Hampshire. Only one agent was unable to co-operate due to 
business commitments not allowing sufficient time to to co­
operate within the span of the survey (one month).
.2 THE NINE STAGES OF THE RESEARCH 
Stage I : Desk research:
The main component of this stage was the extensive literature 
review discussed in Part II. Any published material that was 
thought to be of benefit to the thesis was included. This 
review provided the basis for later parts of the research.
Staoe 2 : General background idea-sounding:
This stage was concerned with linking the desk research with 
the field research (stages 2-9). A number of travel'1 experts’ 
and opinion leaders were consulted concerning both the 
proposed content and suggested methodology of the field 
research (stages 2-9). These individuals were selected on the 
basis of their past and present involvement an travel trade 
developments. This stage was particularly important as the 
travel trade is characterised by the impact of individuals 
on development of the sector. (This latter point also held 
true for Stage 7, which included interviews with "travel 
trade personalities”).
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Staoe 3 : Pre-test the questionnaire:
As a result of the previous stages a series of questions were 
drafted in questionnaire form. This questionnaire, and its 
modus operandi were then pre-tested among a feu travel agents 
to discover any inconsistencies and misconceptions, as well as 
to encourage full co-operation amongst agents by overcoming any 
possible resistance.
The conclusion^of the pre-test stage were to prove very helpful 
in the finalisation of the questionnaire and its modus operandi. 
Firstly, it would seem that a letter followed by a telephone 
call would be the most appropriate form of approach. Secondly, 
the autumn until end November was seen as being a good time 
to interview travel agents. Thirdly, co-operation from travel 
agents would be most likely if a summary of the findings could 
be provided. (An appeal to their conscience was not felt to 
be enough to be successful). As far as the questionnaire was 
concerned, a few points emerged. The language must be kept 
simple. Smaller travel agents do not tend to keep many records. 
The success of the travel agency is felt to depend on many 
other factors, apart from marketing orientation. ( A few 
’’travel trade personalities” were also consulted).
Stage 4 : Pilottinq the questionnaire:
All these points were incorporated in the next stage, which 
was the pilotting of the questionnaire. The questionnaire 
was re-written, most of the ’open’ questions used to gain 
information at the pre-testing stage were re-designed to 
secure ’closed' questions. The length of the questionnaire 
had to be pruned in order to reduce the length of the interview.
The questionnaire was pilotted among five travel agents in 
London and the South East to ascertain if it 'worked'. At 
the same time, the letter and telephone call were pilotted, 
as well as thq collection of 'observation' data at the travel 
agents.
As the pilot stage proved that the questionnaire was working 
and furthermore did not meet with refusals, the final versicn was 
then prepared.
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Stage 5 : The travel agent survey:
The questignnaire (see Appendix l), cemprises gf several 
sections, all designed to yield information relevant to the 
thesis.
The first section comprises classification of data covering 
date of founding of the travel agency, agencies held, number 
of employees, number of branches, and some indication of the 
percentage breakdown of the turnover in terms of manufacturing 
to retailing and Business House to Holiday Business.
The next section - General Business Aspects - aimed at dis­
covering what problems have affected, affect and are likely 
to affect the business. In addition, the growth of the business 
since 1970 in terms of employees, turnover and profits was 
investigated. (The co-operation here was good, particulary 
as far as information regarding employee numbers and turnover 
was concerned).
The next section set out to discover the general marketing 
activities and opinions of the travel agency manager. The 
questions were fully answered. The following sections 
concentrated on the individual elements of the marketing mix 
- promotion - selling - marketing research.
The final section sought to collect information on the role 
of travel agents in the industry. Questions included items 
on Retail Price Maintenance and competition.
The author also noted certain observable factors before and
after his interview, which supplemented data from the questionnaire
(Part VII, Chapter 1.4).
The questionnaire, in its final form, was a blend of so ne 
questions regarding factual information and other questions 
seeking the respondents attitudes and opinions. The majority 
of questions were of the "closed” type to facilitate analysis 
at a later stage.
39
The interview with travel agency branch managers lasted between 
30 minutes and 2 hours, the mean being one hour. Display 
cards were used to facilitate the answering of questions. Two 
sets of cards were used, with the options arranged in 
different order, to avoid bias. The respondent did not see or 
fill out the questionnaire himself. The author personally 
administered all interviews.
Stage 6 : Feed-back stage:
In order to obtain some feed-back from the agents sampled, 
these were telephoned by the researcher, and where possible 
were asked their reactions to the survey results. This proved 
to be a useful exercise as it showed that individual agents 
agreed with the summary (See Appendix 2). In fact some were 
quite enthusiastic, saying that they were sending a copy to 
their Head Office.
The main reasons why not every agent was recontacted were: 
interviewee had changed jobs; retired; repeatedly not available.
Stage 7 : Follow-up study:
This consisted of two parts: 12 in-depth interviews with
major principals (carriers, tour operators, hotel chains etc). 
The' semi-structured interview consisted of three sections: 
answering certain questions from the original 32 agent survey; 
giving reactions to the summary of results; discovering ideas 
and opinions on certain insights gained from Stage 4.
These interviews, normally lasting one hour, yielded a lot 
of mainly qualitative data.
"Travel Trade Personalities" interviews: A certain number of 
indepth interviews were also conducted with "travel trade 
personalities" with the aim of noting the view of people who 
had helped shape the travel industry. The format of the inter­
views was similar to Stage 6, and met with similarly successful 
co-operation and results.
40
Stage 8 : In-depth case studies:
Arising directly from the good co-operation achieved in previous 
stages of the field research, two agents, permitted a 
"consultancy style" study which was of interest and relevance 
to them and of importance, at the same time, to the thesis.
These case studies are discussed more fully in Part VII,
Chapter 3.
This indepth approach served to complement the information 
gleaned from the 32 agent study, by permitting analysis of 
sections of the agency records. This enabled a much more 
intimate view of the travel agents*marketing behaviour.
Stage 9 : Other relevant field research:
Apart from the sources of information mentioned above, other 
relevant field research was undertaken by the researcher.
Part VII Chapter 4 discusses the contribution to the thesis 
of a study undertaken for an airline which included 
implications for the travel agent. In addition, professional 
or trade meetings were attended by the researcher'and' relevant 
information extracted from the more important sessions.
CHAPTER 3- : CONCLUSIONS
The field research (stages 2-9) met with full co-operation 
from all the travel agents, principals and "travel trade 
personalities" interviewed. Only one refusal was encountered. 
In the vast majority of cases full and detailed answers were 
given to the questions. In fact, in almost all cases, the 
interview went so well that the researcher was able to take 
away samples of the company's publicity material. This 
material provided further data concerning how the company 
viewed itself, through its promotion activities. Part VII
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Chapter 1.3 outlines certain examples, some of uhich are 
included in the Appendices. Apart from providing detailed 
illustrative material on individual marketing activities 
by agents, it also demonstrated what is possible to apply 
in certain cases.
In addition, the field research (stages 2-9) yielded new 
insights:-
1. Do small agents behave differently to large ones?
2. Does marketing lead to better results?
3. Is the travel retailer's role active or passive?
4. Does the number of agents in the chain exert any influence 
on.the individual branch's behaviour?
5. What are the reasons behind marketing's present level of 
application?
6. Uhat marketing aspects are most crucial in travel retailing?
Finally, the survey suggested certain "follow-up themes" that 
tend to indicate the fertile nature of research in this area.
1. The role of head office in branches' marketing behaviour.
2. The financial objectives that are also pursued -breakeven, 
profit etc.
3. Uhich "big business" marketing methods may be applicable to 
the small retailer?
4. Uhich marketing methods used in other industries' retailing 
sectors are applicable to travel?
5. Uhat is "small" and'Independent", as applied to travel 
agents?
6. Uhat is the applicability of marketing to travel agents?
Uhat are the reasons for the current level of marketing 
application by travel agents?
The information yielded by the nine research stages has proved 
essential in the development of the main thesis arguments, 
connected with marketing's applicability to the travel agent.
In particular, a great amount of useful data has been revealed 
on the patterns of marketing behaviour by travel agents and 
possible reasons for these patterns. Part VIII is devoted to
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making a contribution to the existing knowledge of marketing's 
applicability to tourism and travel retailing. The chapters 
in Part VIII draw heavily on the evidence from the field 
research, as well as the work of others who have published in 
the field, to arrive at conclusions, draw hypotheses and 
indicate implications of the findings for the trade.
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PART IV : MARKETING AMD ITS SCOPE DEFINED AS RELATING
TO TOURISM AND TRAVEL RETAILING
CHAPTER 1
CHAPTER 2
CHAPTER 3
CHAPTER 4
CHAPTER 5 :
MARKETING DEFINED
1*1 Towards a Concensus View of Marketing
1.2 Towards a Framework for Marketing
1.3 Relevant Marketing Aspects
1.3.1 Marketing and the Small Firm
1.3.2 Market Share
1.3.3 The Product
CONDITIONS FOR MARKETINGS OCCURRENCE 
IN PRACTICE
2.1 The Current Level of Acceptance
2.2 Reasons for the Level
MARKETING EFFECTIVENESS
3.1 The Approach
3.2 Measuring the Effectiveness
THE SCOPE OF MARKETING
4.1 Retail Marketing
4.1.1 Role of Retailers
4.1. 2 Retail Marketing Management
4.1.3 Promotion
4.1.4 Retail Location
4.1.5 The Small Independents
4.2 Services Marketing
4.2.1 Characteristics
4.2.2 The Example of Insurance
CONCLUSIONS
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PART IV : MARKETING AND ITS SCOPE DEFINED AS RELATING
TO TOURISM AND TRAVEL RETAILING
In examining the applicability of marketing to travel agents, 
it is important to establish the precise meaning of marketing, 
so that its applicability can be analysed. Part IV contains 
a review of marketing that has been selected on the basis of 
clarifying the meaning of marketing and identifying its 
scope relating to travel agents.
Chapter 1 represents a detailed examination of the meaning of 
marketing because it was felt by the researcher that it was 
desirable to firmly establish the fundamental ideas behind 
marketing, as this was central to the thesis topic itself.
Chapter 2 examines under what circumstances marketing occurs 
in practice so as to lay the foundations for future discussions 
on the reasons for the level of marketing orientation among 
travel agents (see Part VIII Chapter 2).
Similarly Chapter 3 investigates the approach, and some of 
the methods and problems associated with establishing cost- 
effect relationships in marketing. This topic is introduced 
mainly because of its relevance in understanding possible 
barriers to the implementation of marketing by travel agents.
Finally Chapter 4 seeks to apply marketing to two sectors, 
retailing and services, that characterise travel agent 
activity. This chapter complements in particular the later 
one on MARKETING AND THE TOURISM AND TRAVEL RETAILER 
(Part VI, Chapter 4)#
CHAPTER 1 : MARKETING DEFINED
TOWARDS A CONCENSUS VIEW OF MARKETING 
Management Aspects
An important aspect of marketing is the notion of systematically 
satisfying consumers profitably. This systematic approach is
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embodied in the management process, as expanded by Kotler 
in his first edition of Marketing Management (53). This 
edition, as well as his latest third version (54) have 
helped lay many of the foundations of marketing. The 
management aspects are expanded into 4 elements:
1. analysing opportunities marketing analysis
2. organising activities marketing organisation
3. planning programmes marketing planning
4. controlling effort marketing control
These four elements can be applied to marketing in the way 
shown above and serve as a basis for organising an 
organisation’s marketing activities and their degree of 
comprehensiveness and thoroughness.
Marketing Mix
Another important concept discussed by Kotler is the marketing 
mix which he defines as "the amount and kinds of marketing 
variables the firm is using at a particular time”. Both the 
quantity and the quality of these variables comprise the 
marketing mix which is, itself, a major component of the 
marketing effort.
The marketing mix variables comprise of the product, * 
the price, the sales policy, distribution policy and promotion. 
These five elements usually determine the marketing strategy 
followed by the firm as well as setting a foundation for the 
marketing plan. This thesis researches the application of 
the marketing mix concept to the travel agent, particularly 
in Part VI 4.2, VII and VIII.
Furthermore, the dynamic nature of marketing is inherent in 
the changing environment confronting the firm. This changing 
environment means that a constant process of managing the 
marketing variables is necessary in order to cope with and 
anticipate opportunities in the market.
In his article on "Marketing During Periods of Shortage” (55) 
Kotler says that "resourceful and adaptive marketers will
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focus their attention on the opportunities rather than the 
problems created by change”,
Marketing as a Business Philosophy
Developing the idea of marketing involving a management 
process, the interaction as well as the sequence of these 
attitudes is stressed by Stanton in his book Fundamentals 
of Marketing (56) who complements the above by mentioning 
the idea of marketing being a system of interacting business 
activities. He also cites an article by F.J. Borch on 
page 13 of his book (56). Borch emphasises that marketing 
is a "Fundamental Business Philosophy". Stanton draws a 
sharp semantic distinction between the marketing concept 
• ••• “a philosophy, an attitude, or a course of business 
thinking, while marketing tea,process or a course of business 
action!! Naturally, the way of thinking determines the course 
of action,
A new element has entered this review of the meaning of 
marketing, namely the importance of recognising marketing 
as a business philosophy. This complements the process or 
active stages of marketing by preceding these with the 
necessary attitudes, values and thoughts. The role of 
thinking, as determining action, has led to a considerable 
amount of research in this thesis on evidence of thinking 
by management as well as its philosophy.
Definition of Marketing
The decision so far may be well summarised by reference to 
the professional institute of the marketing profession; the 
Institute of Marketing. In its publications, it has 
formulated a definition which highlights three basic 
elements, which will be taken to form the researcher's 
concensus view; consumer orientation; systematic approach; 
profit.
Institute of Marketing(57). in the opening paragraph summarises 
the position quite succinctly: "Despite a proliferation of
definitions, there still exists considerable misunderstanding 
about the meaning and scope of marketing." The Instituted 
new definition is intended to give a clear, concise and 
comprehensive meaning to the terms "Marketing is the 
management process responsible for identifying, anticipating 
and satisfying customer requirements profitably". The 
Institute went on to say that marketing comprises both 
the business philosophy and a range of techniques aimed to 
"create profitable customer satisfaction".
The Continuing Evolution of Marketing
Rosson (18) represents a comprehensive look at the past and 
pre s ent development s in marke ting, comparing the U.K. wi th 
the U.S.A. His figure 2 shows what he calls a developmental 
model summarising the evolution of marketing in business 
organisations. Environmental factors are stressed as 
influencing the development e.g. age of mass consumption 
and discretionary income, increased turbulence. It would 
appear that marketing "arrived" in the U.K. in the 1960s,
Rosson’s review identifies the recent advent of marketing 
to the U.K. as well as introducing the idea that environmental 
factors have influenced the development, both in terms of 
arrival in the U.K. and speed of development.
The interaction of the firm with its environment is one of the 
central pillars of a marketing oriented firm, as it entails 
a highly responsive organisation able to capitalise on 
opportunities. This is one of the main points made by 
Rodgers who adds a futuristic analysis of marketing develop­
ments in an article entitled "Pace the Future" (19)# He 
says there are three reasons for needing to review and 
renew the marketing concept:
1. The contrast between current philosophy and practice,
2. The inability of the present marketing concept to 
safeguard consumer interests,
3. Failure of marketing management to react to the 
environment.
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Rodger continues his analysis by examining what he 
considers to be marketing’s failure - the difference 
between the ’thought process’ and the ’doing process*.
He also explains that three elements of marketing that 
he identifies need to be reviewed to ensure that the 
original philosophy of profitable consumer satisfaction 
is met in the future. These three elements are customer 
orientation, integration of effort and profit direction.
Once again, the three elements of consumer, system and 
profit are brought out by Rodger and were used by the 
researcher in the formulation of his consensus view of 
marketing.
Attitudes Towards Marketing -
When examining the applicability of marketing to travel 
retailing, different groups* attitudes to marketing itself 
were researched, as it was felt crucial to determining the 
actual level of application in this sector. Positive 
attitudes towards marketing would help the introduction and 
development of marketing in firms, negative ones would tend 
to have the contrary effect. An illustration of one 
attitude comes from Robert Heller, the editor of Management 
Today. In an article, possibly prompted by Levitt’s idea 
of marketing myopia (which suggests firms are short-sighted 
about their marketing role), Heller (l6) unleashes an attack 
on the very existence of marketing. This culminates in his 
conclusion cited in Part II 1.1.
This example is by no means unique, and further examples 
were found in the literature review discussed in Part IV, 
Chapter 4, as well as answers to specific questions of the 
32 agent survey (see Part VII Chapter l).
By uncovering critical and negative attitudes towards 
marketing it is possible to find constructive points which 
suggest solutions.
Por example, in a later article (58)* he continues his
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critique "but adds a note that is positive by saying that 
the next decade "is liable to be heavily concentrated on 
marketing techniques that actually can be used, on learning 
how to pick the right method for the right moment,....".
Clearly, the practical merits of marketing need to be 
explored if the applicability of marketing in theory is to 
be exploited to the full in practice.
Thus it can be seen that marketing may sometimes be the 
subject of controversy. This strength of feeling that 
is aroused was occasionally experienced by the researcher 
in this field research, and is discussed later in the thesis.
A Consensus View of Marketing
Given what has been said in the previous paragraphs, it is 
not altogether surprising that there have been attempts to 
clarify the meaning of marketing. One-, such attempt forms 
an article by Crosier (20) in which he examines "fifty-odd" 
examples of marketing definitions.
Crosier then draws the interesting conclusion that the single 
word /marketing1 is used in three different ways: the
marketing process; the marketing concept (or perhaps philosophy) 
the marketing orientation. . .
This relates to the earlier discussion in this seotion and 
now permits an attempt at determining a concensus view of 
marketing. It is possible to formalise a number of points;
1. Marketing means "satisfying consumers profitably" (this 
indeed was the "correct" answer built into the field 
survey of 32 agents - Part VII).
2. The thre e key el ement s o f marketing revolve around: 
consumer orientation; systematic approach; profit 
direction,
3. Marketing involves the philosophy, the process and the 
orientation.
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In addition, the compilation of a check list of marketing 
applications can include:
- management activities
- marketing mix 
product 
price
selling '
distribution
promotion
- philosophy - attitudes, business thinking
- profit direction
- customer satisfaction
Towards a Framework of Marketing
Internal (Controllable) and External (UncontrollableV
Marketing activities need to be seen in the perspective of 
the firm (internal environment) and its relations with its 
surroundings (external environment)* The former are resources 
which the organisation can control, and the latter are factors 
which are uncontrollable.
Poster in his valuable book about marketing Planning for 
Products and Markets (59)* quotes Bruce E. Mallen and his 
diagram on the “Conceptual Poundation of Marketing”. - The 
diagram, relates the external forces confronting the firm 
with objectives and resources of the business. At the core, 
Mallen situates the marketing mix, which represents the 
company*s controllable marketing resources.
Summarising, therefore, it is possible to identify three 
different levels relating to a firm’s marketing:
1, Marketing resources (controllable)
2, Non-marketing resources (controllable)
3, External environmental factors (uncontrollable)
These three aspects are helpful in later (Part Till) assessing 
the relative importance of internal and external factors on a
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travel agent's marketing behaviour.
Marketing and the Organisation (Marketing Orientation)
Another aspect is marketing's* impact on the organisation 
and problems relating to organisational change as a consequence 
of the impact. Central to this discussion, is the effect, on 
an organisation of becoming marketing oriented. This effect 
permeates the management's attitudes and philosophy as well as 
influencing its range and extent of trading activities,
Rodger in his book Marketing in a Competitive Economy (60) 
discusses the effect on business functions of whether the 
perspective, or orientation, is production or marketing. His 
approach, which is adapted as he says on page 59 from Mauser's 
book Modem Marketing Management; An Integrated Approach, 
shows quite clearly the different perspective a company might 
hold on such activities as research, product planning, sales 
organisation, advertising and promotion, and marketing 
generally. Not surprisingly,., the marketing oriented firm 
adopts a creative approach to its products and markets, based 
on marketing research. For example, salesmen are regarded as 
order-makers (rather than order takers) and promotion 
activities are seen as an integral part of the marketing effort. 
In a travel agency, the salesman could be considered to be the 
counter clerk for example.
It is the orientation of the organisations which influences 
its perspective on its activities in the marketing area. This 
further illustrates the link between thoughts and action.
Rodger also points out that moving from one orientation to 
another is not easy. Without a change in top management outlook, 
it is of little use simply changing the organisation chart and 
the corresponding job titles. Explanation, communication, re­
education and staff training are all seen as ways of overcoming 
these problems.
This is significant in terms of the thesis both because of the 
role of the top management in influencing the adoption of
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marketing orientation and because of the suggested solutions* 
These solutions revolve around education and training and are 
discussed in Part V, Chapter 3* connection with small 
business, and again in Part VIII.
Another difficulty, a firm such as a travel agent may face is 
the rescheduling of priorities that will be necessary as a 
result of giving prominence to consumer interests,
Levitt takes the discussion further in his book Marketing for 
Business Growth (6l) by recognising the inherent potential 
conflict between company and consumer objectives.
On the one hand, the company seeks to achieve profit levels, 
or simply survive, and on the other hand the consumer seeks 
value for money, service and reliability. These may conflict 
in the short run. Ultimately a satisfied clientele will 
ensure the firm's profitable survival.
In an article (62) Levitt explains how he would convert a 
company to marketing orientation. The main message from Levitt 
is: "orientation change requires its being reflected in
specific kinds of action requirements managers need more
than ideas; they need help to translate ideas into results".
Once again, the necessity to convert ideas into tangible results 
is identified in order to influence the extent of marketing's 
application to the organisation.
Integrating Marketing Theory and Practice
Furthermore the theory behind much of marketing's approach and 
its techniques needs to be combined with the practical 
execution of these activities.
Baker in Marketing Theory and Practice (6 3) seeks to make 
the case for integrating the theory and practice of marketing. 
Baker explains that although marketing has been practised for 
thousands of years there is now a necessity to establish a 
sound theoretical foundation and integrate this base into 
marketing practice.
This last point refers to the role that a conscious implementat­
ion of marketing is a prerequisite for the arrival and existence
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of marketing at the level of the firm. As was discussed 
in the previous section, consumer orientation and profit 
direction are themselves not sufficient. A conscious 
systematic approach is needed to ensure the continuity 
of the process and philosophy.
The need to integrate theory and practice in marketing emerged 
from theresults of a study by Ryans and Van*t Spijker (64)# 
They examined European (E)and TJ.S. attitudes of marketing 
theory. The sample used is drawn from the editorial boards 
of the Journal of Marketing and the European Journal of 
Marketing. The respondents come from the academic and 
practical worlds.
Two of the results in particular, focus on this theme and 
indicate the importance attached by the sample to both 
theory for the practitioner and to a lesser extent, practical 
applicability of his findings for the researcher.
Marketing theory has significance for the 
marketing practitioner
Every ■researcher in marketing ought to 
ask himself or herself the question, "What 
is the practical applicability of my 
findings?"
Hitherto, the notion of integrating the theory into practical 
application has confirmed the approach adopted by the 
researcher in any proposals or recommendations made (see 
Part VII Chapter 3, VIII Chapter 3).
However, the subject of the role of marketing theory is a 
complex one and two articles tend to put the opposite point, 
of view, namely that theory does not appear necessary in all 
cases to assure success.
In Adam!s article (65), he mentions that many successful U.K. 
companies such as Tesco, G.E.C. and Marks & Spencer pride
Agree % 
100,0 (E) 
95.0 (us)
66.7 (E) 
52.5 (US)
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themselves on doing very little marketing and market 
research. However, he goes on emotionally to say that, 
as Chairman of the Marketing Society, he believes passionately 
in marketing and that it can improve company profits. He 
cites the return on capital employed of Beecham, Proctor and 
Gamble, Kellogg and Mars. Adams observes that marketing is 
not some mystical science,
This latter contribution illustrates the difficulty in 
proving the benefits of marketing application (see also 
Chapter 5)# Some companies may be successful without or 
despite marketing, whilst others are demonstrably successful 
whilst using marketing. Certainly, much more detailed and 
varied data is required before firm conclusions are made 
about the firms cited by Adams. This topic is pursued in 
Part VIII of the thesis in order to situate marketing in 
the context of all the factors that determine the extent of 
the applicability to travel agents.
Finally, another element must be noted that transcends the 
integration of theory and practice, but nevertheless plays 
a part in marketing behaviour of organisations. This element 
may be called - instinct, experience, gut-feel, Providing the 
manager is aware of his subjective feelings he can attempt 
to incorporate these into his decision-making e.g. probabilities 
(Bayer).
The article by Levitt (62) ends with a conclusion which 
stresses the importance of instinct,
'1 think a good moral should be that there comes a time in the 
life of every business where one has to abandon principles and 
do what1 s right.1'
A Framework
In considering marketing applicability therefore it is 
possible to put this in the following framework, which 
encompasses what has been discussed above.
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1, internal/controllable resources
1.1 Marketing
1.2 Eon-marketing
2. EXTERNAL/UNCONTROLLABLE resources 
Environmental
5. MARKETING ORIENTATION
Relates the firm (l)' / . " '7' "  „
with its environment; .(2)
4« THEORY AND PRACTICE
Indicates the potential applicability of marketing 
(see Chapter l) with the application at the level 
of the organisation (1,1 above)
1,3 Relevant Marketing Aspects
Selected on basis of their relevance to the travel agent and 
the applicability of marketing to his business,
1,3.1 Marketing and the Small Firm .
Several travel agents are considered small and the question 
is whether size influences the degree of marketing orientation. 
Although Part V will identify several characteristics that 
distinguish small business from larger organisations, the 
collective view of the literature Reviewed here indicates that 
marketing applies equally to the small and larger firm,
Rodggc* in his book (6) offers a number of reasons for this. 
Essentially his argument is based on the idea that marketing 
problems, marketing functions and management processes exist 
and have to manifest themselves somewhere. This manifestation 
occurs irrespective of the firmfs size and has an impact on 
the organisation, which has the potential to apply marketing
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to its business.
It is worth remembering that this thesis is examining not 
only the potential applicability to all types of travel 
agent, but also whether the small agent appears to exhibit 
different marketing behaviour problems, Rodger adds weight 
to the first part of this topic by emulating the universal 
applicability of marketing irrespective of size.
This same point is made by Roe in his book Profitable Marketing 
for the Smaller Company (66), Roe explains that marketing means 
little as a word to most people, being regarded with mistrust 
by many large organisations and regarded as irrelevant by 
small companies. Thus his last statement reveals an 
interesting nuance in the reasons behind the alleged lack 
of awareness of marketing in large and small companies. In 
the former, •'mistrust11 would imply some knowledge or experience 
however imperfect, and in the latter perhaps a wider ignorance.
Roe concludes that marketing is an attitude of mind and a 
discipline as much as anything else. Like Rodger, he says 
that basic principles of marketing remain equally relevant 
for the small firm. In fact, the aim of his book is to help 
small businessmen to appreciate how marketing can help to 
achieve objectives, reduce risk and increase the potential 
for success.
Marketing and the small firm is seen as being similar to 
marketing in larger firms from the point of view of the 
reasons for firms1 failures. Rodger (6) suggests that it is 
not inherent weaknesses of smallness such as capital availa­
bility or lack of engineering skills, that cause failure. 
Pailure is rather caused by basic management and planning 
weaknesses, especially poor product and marketing planning.
This is due to inadequate records and insufficient or inaccurate 
information, unbalanced management experience and poor financial 
planning and control.
These reasons, which are discussed in Part VIII and are relevant 
factors for firms of any size.
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1*3*2 Market Share
Market share has been selected for discussion at this point 
for two reasons. Firstly, what is the causal relationship 
between success and high market share? If success is partly 
determined by high market share, are small firms doomed to a 
poorer performance? The other reason is that market share is . 
a commonly used marketing term which is rarely closely defined 
and yet has a bearing on the marketing behaviour of all 
organisations including travel agents,
Majaro in a recent article (67) discusses the above points 
and makes a valuable contribution to the thesis in his conclusion. 
He advocates very careful treatment of the term "market" used 
in market share, A small travel agent could have a small 
market share if his market is defined in one way, but a large 
market share if defined in a different way perhaps based on 
his local market or a specific market segment. The precise 
definition of this concept is also related to how competition 
is perceived by the agent. A narrow or wide view of competition 
will dramatically alter his market share, assuming reliable 
information is available (see Part VII Chapter l),
A market oriented share would incorporate the examination of 
a variety of markets so that what Majaro calls a multi­
dimension market share analysis is aimed at. The debate 
in the travel industry concerning the travel agent*s role 
(see also Part V Chapter 2) as to whether he should, increase 
his share of the cake, or help increase the cake, becomes more 
complex in the light of the above discussion,
1.3*3 The Product
Another marketing concept which is linked with the discussion 
above, on the definition of ’’market" and "competition", is 
that of "the product". In the same way that the manager*s 
perception of market share should be market oriented, so his 
view of his products or services should be market or consumer 
oriented.
Levitt discusses this in an article (68), The product should
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be defined not by "its generic essence" but by the problems 
people are trying to solve with it. The product, he states, 
is produced at point of sale rather than in the factory. 
Levitt!s observations are important to the thesis as they 
underline the importance of defining the product, or service, 
from the consumer's view-point. Furthermore, Levitt stresses 
the role of the point of sale, of which the agent is an 
example, in marketing.
What is crucial , is how the consumer perceives the agent's 
services and also that the agent is the person who is able 
to formulate this product, through his close contact with 
his customers.
Conclusions (Marketing Defined)
This chapter has defined marketing in the following way for 
the purposes of the thesis:
1* Consensus View
Satisfying consumers profitably
3 key elements: consumer orientation; systematic
approach; profit direction
marketing comprises the philosophy, the process and 
organisational orientation, '
2, A Framework
Internal/controllable resources - marketing and 
non marketing
external/uncontrollable resources - environmental 
marketing orientation
theory (applicability) and practice (application of 
marketing).
3. A Checklist
marketing philosophy - attitudes, business thinking
management activities
marketing objectives - profit direction
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marketing strategies
market share/competition
marketing mix
marketing tactics
product
price
selling
distribution
promotion
N,B. To be completed by the end of Part VI
The need to define marketing in general terms is necessary 
for a number of reasons*
1. If marketing is equally applicable to differently sized 
agents and it is only the level and type of application 
which varies, it is essential to know what marketing 
means, and its impact on the organisation,
2, It is necessary to assemble all the relevant data to form 
a picture of the applicability of marketing to an 
organisation, together with reasons and problems 
connected with this -
(i) This permits the design of an appropriate field 
research programme (Part VII)
(ii) This permits the analysis of the findings and 
formulation of hypotheses (Part VIII Chapters 1,2)
(iii) This allows the elaboration of implications for 
the travel agent and the travel industry (Part 
VIII Chapter 3)
CHAPTER 2 ; CONDITIONS FOR MARKETINGS OCCURRENCE IN
PRACTICE
The previous chapter concentrated on the applicability of 
marketing to the organisation, and this chapter examines the 
factors behind the current level of marketing applications 
in the U.K., together with possible reasons.
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2.1 The Current Level of Acceptance
The level of acceptance may be assessed not only by 
measures such as resources devoted to marketing e.g. human, 
financial, but also in terms of the underlying attitudes 
and opinions that shape behaviour and action.
Amongst Bnployers
Walker and Hooley have written an article (69) based on 
research into employers* perceptions of marketing's status 
as a profession. Their conclusions are twofold: Firstly,
marketing is seen by employers to be a 'newly developing 
profession'; secondly, marketing is, at present, more 
thought of as a 'practical area'.
This underlines the recent nature of marketing's development 
as well as its practical nature - at least as perceived 
by some employers.
Businessmen's level of awareness of marketing appears to be low 
and furthermore their perception is inaccurate.
Bon Milner has presented a paper (70) which deals with the 
subject of the acceptance of marketing in the U.K., which 
tends to confirm the above views as relating to firms' 
perception of marketing. He quotes the Bradford Management 
Centre survey of 533 finns. 350 responded with various 
definitions of marketing: 13% said "selling11; 5% said
"advertising"; 5% said "Market Research"; only 8% mentioned 
"total business activity", which resembles Rodger's 
definition of marketing as being "the total business function 
of producing a saleable product".
Thus only a minority of respondents were able to define 
marketing in a remotely enlightened manner. Marketing is 
most often equated with "selling". This picture is mirrorred 
in the next contribution.
Bavidson, in his practical book about marketing Offensive 
Marketing (7l)* tackles this question early in his first 
chapter. He says that offensive marketing, defined as the
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combination of risk-taking and modem marketing techniques, 
is practised.by only a handful of successful companies. He 
confirms what has already been said above, by stating that 
marketing men don't know what marketing is. He cites a 
B.I.M. study "Marketing Organisation in British Industry” 
on page 25 which shows that only 25% gave an acceptable 
definition, 58% gave the wrong definition and 17% did not 
answer. Bavidson observes cautiously that even those 
firms giving the right definitions do not necessarily put 
their words into practice.
This conclusion,critical of the level of acceptance of 
marketing amongst businessmen,is linked to an assessment of 
marketing's impact on U.K. industry.
Davidson continues by observing that marketing has not lived 
up to its promise of the early 60s. The reasons for this 
will follow in the next section. However, he offers some 
signs for this view. He points to high failure rate of new 
products (probably 70% of market tested products). He 
suggests that the performance of many companies that have 
either pioneered or gained a reputation for marketing, is 
poor in terms of growth. Finally, he mentions the fact 
having studied the Times 1,000 for 1970-71 there is no 
evidence that large companies are more profitable than small 
ones, in terms of profit to capital employed. This despite 
the fact that large firms, he says, employ most marketing men 
and enjoy a greater market share.
Therefore it may be said that marketing has not fully been 
acceirted in the U.K. and whatever the reasons, size of 
company does not appear to be significant according to the 
measures used above. This will be developed in Part VIII 
Chapter 2.
A poor comprehension of the meaning of marketing which was 
illustrated in the studies discussed earlier, is further 
amplified by Norman Hart's study of marketers (72) which shows 
the same ignorance and confusion amongst businessmen. In this 
case, it ct=>ks what should be included in the marketing plan. 
Factors such as profit appear very low in the list of
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priorities mentioned by respondents.
The Public’s View
Walker*s study on the same theme with members of the public 
is outlined by Julia Piper (22). It seems that only a 
minority of those questioned consider marketing to be an 
established profession, thus mirroring the marketers* own 
view, Furthemore, she cites Walker's study as stating that 
the public's idea of the functions performed by marketers is 
"hazy to say the least". Nobody could name more than four 
functions, 91.5% could name two at the most, 64% felt 
marketing entailed either selling or sales management.
A similar pattern of response by agents is discussed in Part VII 
Chapter 1.
Status of Marketing Research
A very good indicator of marketing*s acceptance is the status 
of marketing research, as this is, in many ways, the life 
blood of marketing; for without the continuous flow of informat­
ion, marketing functions mainly in the dark. In fact, this 
point is stressed in Roe*s Book (73)# where he states that 
market research is one of the subjects that has led to more 
misunderstandings and more scepticism and therefore more 
resistance to the use of marketing than any other aspect - 
although it's the nearest to being scientific.
This point is developed by Milner who cites Gordon Wills' 
research for Bradford University (1968-72) that established 
that 25% of Britain's top 2,000 companies had never undertaken 
marketing research. This is also confirmed by Stanton and 
Stapleton and the reasons given by all three writers for this 
lack of acceptance of marketing ■ will be mentioned in the 
following section.
The researcher's own field work amongst agents also included a 
study of the extent marketing research was applied (Part VII 
Chapter l).
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Conclusions
The evidence suggests that the general level of acceptance 
of marketing in the U.K. is low* Both Businessmen and the 
general public seem to be harbouring similar misapprehensions 
about marketing. This ignorance and confusion extends to 
a very good indicator of marketing^ application by firms - 
marketing research.
Thus the travel retailers need to be viewed in the context 
of a generally low level of acceptance of marketing in the 
country. Consequently the correspondingly low level of 
marketing orientation amongst agents discovered in the field 
research needs to be taken as part of an overall pattern.
The reason for this low level in the country might be of 
relevance to the explanation developed in Part VIII for the 
low amount of marketing application found amongst travel 
retailers,
2.2 Reasons for the Level
Need for Education
As regards the public, Julia Piper suggests the reason is 
because only 26% of the public have had any direct contact 
with marketers and their work, A 1977 I.N.S.E.A.D. course 
booklet (30) states that the reason managers don*t adopt new 
marketing techniques is not their direct cost, which is small 
compared to total marketing expenditures, but is a question 
of the time needed to keep up to date.
This education message is echoed by Majaro (74) who says 
that the first task in developing an effective marketing 
function is an educational one.
This subject forms the basis of Part V Chapter 3 which 
looks at small business and education.
Resistance to Change
Milner (70) hypothesises a number of reasons for the way in
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which British films have accepted marketing. He says that 
the adoption has arisen^ not from any positive or creative 
reasons, but rather through necessity* Firms have been 
"pushed" into marketing orientation by various pressures -. 
rising costs, foreign competition and changes in the market 
place. Milner makes the interesting point that forms the 
basis of the next chapter, that there has been a resistance 
to change, a built-in inertia and a tendency to undervalue the 
merits of marketing because of the difficulty of assessing the 
effectiveness of marketing orientation. Hence the need to 
be pushed or coerc ed into accepting marketing, by external 
pressures. This corresponds well with one of the conclusions 
of Chapter 1 concerning the complementary importance of 
internal and external factors in detemining marketing's 
application by organisations.
False Perception of Marketing1s Role in the Organisation
Davidson (75) offers some .reasons for marketing's disappointing 
level of acceptance. He mentions that financial orientation 
emphasises past balance sheets rather than future potential of 
the company. Another reason he gives is that many companies 
take too narrow and specialist a view of marketing, in that 
they fail to realise the business philosophy inherent in the 
marketing activities themselves, Furthermore, Davidson 
criticises marketers themselves who, he suggests, do a* 
maintenance (short run fire-fighting), rather than a long term 
development job. Finally, he asserts that growing company 
size and proliferation of information have made companies 
cautious rather than enlightened, preferring low risk areas.
This tends to make them passive and not create opportunities.
Returning to the low level of acceptance of marketing research 
in companies, Milner cites Wills who offers several reasons 
including: companies' limited view of marketing research;
dependence on ad-hoc rather than systematic continuous research. 
This reiterates Davidson's view of a narrow view of marketing 
with an over preoccupation with short run problems at the 
expense of long run planning.
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External Factors
Davidson makes another useful contribution by suggesting 
certain factors that make marketing more important in certain 
markets than others. These -factors include: free supply of
goods, competitive conditions, high margins, rapid changes 
in technology and consumer tastes, frequent consumer purchase, 
good opportunities for product differentiation (unlike the 
European airline industry).
This serves to remind the reader of the importance of 
environmental factors and Part VI Chapter 1 concentrates on 
historical developments in the travel trade which might 
explain marketing*s adoption by the sector.
Reasons Applied to the Service Industries
Stanton and Stapleton both offer reasons why there is a low 
level of marketing orientation in the service industries, 
Stanton (76) mentions: failure to recognise competition,
limited view of the marketing function, which is equated 
with selling to the exclusion of the other parts, failure 
to recognise problems as marketing problems, insufficient 
coordination of marketing activities. In general Stanton 
says that management has yet to recognise how important 
marketing is to the firm*s success, .
In other words, Stanton repeats earlier observations concerning 
misconceptions about marketing and its potential contribution 
to the company*s successful attainment of its objectives,
Stapleton (77) says simply that it is the element of 
competition which influences and forces the adoption of 
marketing in the service industries. This echoes Milner*s 
earlier point which noted the element of coercion needed 
to overcome resistance to change.
Conclusion
This section has identified two broad reasons which summarise 
the possible reasons for marketing*s low level of acceptance 
by U.K, industry, Firstly, the attitudes and perceptions
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of the decision-makers concerning marketings applicability 
to their business. This in turn revolves around the individual 
manager, and his company, and the level of education about 
marketing already attained and still needed.
Secondly, environmental factors which predominate in every 
industrial sector serve to either encourage the adoption of 
marketing by forcing the resistant company to change its 
orientation in order to simply survive or to exploit market 
opportunities. Alternatively external forces might disocmrage 
marketings adoption by creating stable, protected or boom 
conditions in the industry. This dulls the need for a 
company which is too shortsighted (myopic) to do anything involving 
a change of the status quo, of its comfortable situation,
CHAPTER 5 : MARKETING EFFECTIVENESS
As was mentioned in Chapter 1, one of the key elements forming 
the essence of marketing is the systematic approach. This 
in turn relies on a conscious, logical and common-sense process, 
aimed at ensuring that marketing activities are effectively 
employed to meet marketing and company goals. This is also 
at the heart of any attempt to establish cost-effect 
relationships in marketing. This need to identify the cost 
effect of marketing activities is both very important-and very 
difficult to put into practice. It is important because it 
provides a way of justifying the contribution of marketing to 
an organisation^ success and thus help hasten the full 
adoption of marketing applications. Part VIII develops this 
idea as well as putting forward ways in which the travel agent 
can measure the cost effectiveness of individual marketing 
activities.
Chapter 2 of this Part attempts to establish general guide 
lines for the measuring of the cost effectiveness in marketing.
Meanwhile, Chapter 1 outlines one approach to the systematic 
analysis of problem and decision making which requires the 
kind of information that cost-effectiveness data can provide.
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The Approach
There is one hook in particular which has done a lot to 
formalise this process (78)« Written by Kepner and Tregoe 
it blends theory and practice together in order to assist 
the manager to think rationally about problems and decisions.
He needs good judgement which itself is a mixture of 
experience, values and innate abilities.
This approach is itself partly a compilation of other approaches 
and as such provides a general view of the methodological, 
conscious approach needed for effective marketing.
Essentially, the 'Kepner-Tregoe* approach comprises of four 
stages.
The first stage, PROBLEM ANALYSIS, is concerned with recogni­
sing and specifying problems. By describing the problem it 
becomes feasible to develop possible causes of the problem 
and test these in relation to the assumptions made.
The second stage, DECISION MAKING, deals with the establishing 
of objectives and their classification in a hierarchy of 
importance. Various alternative actions are then generated 
and after comparing and choosing, a decision is made.
The third stage, POTENTIAL PROBLEM ANALYSIS, attempts to 
anticipate potential problems as well as anticipating their 
possible causes with a view to taking preventive action.
The fourth and final stage, DIRECTION AND CONTROL, is 
concerned with setting contingency actions and setting 
controls.
This approach, with its characteristic emphasis on problems 
and decisions taken to resolve them, provides a sound general 
methodology that any manager, including a marketer, can 
incorporate into his operations. The methodology can be 
applied to the general problem of sales deviating from their 
targetted level, to.specific questions concerning why one 
counter clerk is selling less than the others in the travel 
agency.
68
This type of analysis was used by the researcher in examining 
one travel agent*s marketing (see Part VIII 3,2)
Measuring the Effectiveness
A necessary precondition for measuring the effectiveness of 
marketing is a system for gathering and analysing information 
on'the organisation*s marketing activities. Without a 
continuous flow of information it is not possible to easily 
evaluate and control the marketing activities and thus benefit 
from the data provided. This was one of the main reasons why 
the marketing research activities of agents was scrutinised 
both in the literature review (see especially Part VI Chapter 
4) and the field survey (Part VII Chapter l).
In a research study by Manchester University in a Financial 
Times article (79)* Professor R, Stoiith and P, Turnbull explain 
the results of questioning a sample of companies marketing 
ferrous components. Although clearly not the same industrial 
sector as the research thesis, the conclusions of the article 
are of general interest, "Perhaps the most significant 
factor to emerge from the research was the lack of knowledge 
by the companies surveyed of their marketing communication,"
The article adds that marketing effectiveness could be increased 
if "fairly simple methods of evaluation and control" were 
introduced.
Measuring the effectiveness of marketing in general, or its 
specific activities, necessitates quantifying the costs involved 
and the corresponding effects on performance or attainment of 
objectives.
There are problems associated with the calculating of costs.
Not only does inflation complicate the task of costing market­
ing activities but the breaking down of the marketing costs 
into constituent parts is difficult, "The marketing effort" 
composes an amalgam of management activities and marketing mix 
elements aimed at achieving certain global objectives as well 
as specific targets.
Poster in his book mentioned earlier (80), offers some help
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in breaking down the marketing costs. He splits the costs 
into those associated with obtaining the order and those 
connected with filling the order. Under the former, he 
includes: advertising, marketing research, product and package
design, sales costs, discounts and allowances, credit, 
guarantees and warranties, wastage. Under the latter he 
includes: stocking costs, transport, delivery, packing,
after sales service, sales administration, order processing.
This seems clear enough but the marketer is still left with 
the difficulty of allocation of certain costs to certain 
products, areas or customers, e.g. training, sales administrat- 
ion.
On measuring marketing efficiency, Foster continues by 
stressing the need for sound control systems. The four 
stages he mentions strongly resemble the logical process 
expounded by Kepner-Tregoe, and underline "the common sense" 
aspect often attributed to marketing. Firstly, set performance 
standards; secondly, determine actual level of performance; 
thirdly, measure achievement against standards; fourthly, 
make decisions concerning the future.
The field research discussed in Part VII included questions on 
whether the agents formulated budgets and targets, and whether' 
they thought marketing meant "applied common sense". These 
questions are answered in Chapter 1 of that part.
The checklist approach can be used to formalise the steps in 
measuring marketing’s effectiveness. The emphasis is on 
providing a comprehensive list of items that the individual 
mana.ger can relate to his business and thereby generate the 
necessary information in a form that will enable him to evaluate 
his marketing.
One example of this is the Sales and Marketing Evaluator 
published by Norman Business Publications ^l)wKich is designed 
to give the businessman a practical guide, in the form of a 
series of checklists. The sales pamphlet explains that by 
setting a number of short and long term questions which the 
businessman has to answer himself, planning will be facilitated.
70
The Evaluator is supposed to assure that sales and profits 
will increase, give a clear and continuing sense of direction 
and a certainty that the direction is right. These are "bold 
and confident words. Certainly the forty aspects of marketing 
covered appear comprehensive -enough, and point the way to 
what can be done to evaluate the complex marketing activity.
However, one approach to measuring marketing* s cost-effect comes 
from a research study carried out, albeit in a different field 
by Langeard et al, (82).
The study carried out among French companies winning Export 
Awards, was aimed at examining the marketing activities and 
relating them to the firms* performance. The researchers 
attempted to group the companies according to the extent to 
which they used the marketing mix (product, price, distribution, 
promotion), the type of organisation for export and the type 
of marketing information system. These three elements ;formed 
the basis of their classification of companies by marketing 
activity. In addition, they measured performance in terms of 
their export performance - the speed of the development of 
exports, and the mass (or amount) of export business, expressed 
as a percentage of total turnover.
Summarising their approach they have quantified marketing in 
terms of marketing mix, organisation and marketing information 
system. Their sources of data came from interviews, question­
naires and review of firms* marketing activities which are then 
grouped for classification purposes. Similarly performance is 
examined from the point of view of both volume and growth.
Cross classifications were then -undertaken to attempt to link 
certain aspects of marketing with characteristics of the 
organisation and its performance.
A similar approach has been used in this thesis to attempt to 
identify components of marketing and relate these to individual 
agents. The main difference lies in the type of information used 
by this researcher, which is more heavily based on detailed 
attitudinal data and less on financial data which unlike in 
Langeard*s study was not freely available.
Whilst this section has aimed at indicating the general approach
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and problems involved in evaluating marketing, it is of course 
recognised that measures do exist for individual marketing 
activities. For example, advertising is an activity where 
attempts are being made to gauge its effectiveness and these 
and other examples will be included in the thesis, specifically 
in Part VI Chapter 4*2 and Part VII Chapter 3* and Part VIII 
Chapter 3* These three areas consider specific examples 
of possibilities for travel agents to evaluate specific 
marketing activities.
In conclusion it may be said that a systematic approach is 
necessary to embark on the measuring of marketing effectiveness,
A clear formulation of the organisation^ objectives will 
facilitate the identification of problems and potential, 
problems as well as assist in decision making. In addition 
costs and their effects have to be continuously monitored in 
the heart of a marketing information system to allow the 
cost-effect relationship to be clarified. Nevertheless, 
problems in quantification of factors will always plague 
attempts at establishing clear relationships between marketing 
effort and overall performance, whether they be multi-collinearity 
problems or the effects of non controllable external variables.
Part VII and VIII in particular examine inter alia the 
contribution this makes to the applicability of marketing to 
the travel agents.
CHAPTER 4 : THE SCOPE OF MARKETING
The travel agent represents an example of a retailer of 
''travel products" and these products are part of the service 
industry known as tourism. The purpose of this chapter is to 
show that marketing may be applied to both the retail and 
services sectors. This leads to a discussion in Part VIII, 
on how marketing may be applied to the tourism and travel 
retailer,
4,1 Retail Marketing
4*1*1 Role of Retailers
n
Stanton has made some interesting observations in his book (83).'* 
concerning the classification of retailers in order to better 
■understand their role in the distribution channel. The 
methods mentioned above were taken into account in the 
design and implementation of-the field survey of travel agents 
discussed in Part VII and VIII.
Stanton mentions five measures: size of store (sales volume);
extent of product lines (general v, speciality); method of 
operation (self service, etc.); form of ownership (independents 
v. chains); geographical location (c,f. population, per 
capita, income). These measures consist both of internal 
factors specific to the retailer (size, ownership, self service, 
product lines) and the external factor of geographical location. 
The balance between internal and external factors is an 
important element in the study of retail marketing.
The role of self-perception as an important source of research 
information on retailers (see Part VII) is underlined by 
Stanton who makes the point that many retailers consider 
themselves small independents and not chains - even though 
they may have 2 or 3 units, (The researcher's own definition 
of independent consisted of one outlet).
Marketing Influence
Marketing's influence on the retailer's role is all-pervading. 
Colin Mclver in Marketing for Managers (84) outlines market­
ing's contribution to the retailer's role. The customer- 
orientated approach of the retailer should manifest itself 
in the range of products/services offered, the right.size and 
location, methods of attracting the right type of customers 
into the shop and making them part from as much money as 
possible.
These factors are related to the notion of "added value" 
that the retailer provides. Schwartz in his textbook Marketing 
Today: A Basic Approach (85) gives four ways in which a
retailer adds value to products (and services). This 'added- 
value* idea is a good guide to the role of the retailer. Firstly, 
it is by the accessibility of their location; secondly it is by 
their image (see the sections 4.1.4 and 4.1.5);
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thirdly, it is by the services offered e,g, credit, 
wrapping and delivery, opening hours, guarantees and after- 
sales service; finally, it is by the retailerfs personnel 
and their skills, training, attitudes and appearance.
The retailer does not operate in isolation, his proximity 
to other retailers has some effect on his role. The retailer*s 
neighbours may complement, rather than necessarily compete 
with him for custom, Jan de Somogyi (86) points out that 
"shops compete with each other in a kind of ‘commercial 
symbiosis". This factor was also included in the field survey 
as it can reveal something about the retailer* s trading 
behaviour (see Observation Part VII Chapter 1,4),
The role of the retailer, from the marketing view point of 
satisfying consumers profitably, is summarised in an article 
by Bohrer (87) written in 1974 aJid concludes by saying that 
"Those (retailers) who are most skilful in providing what 
people want ,,,, will be the successful retailers of the 
end of the 70s"# The successful retailer^ he emphasises, 
need facts, figures and research and a feeling of what 
people want. This last point leads naturally on to the next 
section about retail marketing management,
4.1*2 Retail Marketing Management
As mentioned in the previous section, marketing information 
is an important factor in retail management, Schwartz has 
some very interesting observations on how retailers may 
assemble market intelligence informally, (88): Firstly,
by surveys (ask for customer reactions to products); 
secondly, by experiments (rearrange merchandise to see if 
it will increase sales); thirdly, by observation (simply 
watching customers in the shop). He concludes by saying that 
day-to-day operations provide many opportunities for 
informal investigation. Precise methods for measuring 
effectiveness of marketing actions will be discussed in 
section 4.1.5.
Informal information gathering can have considerable potential 
for the travel agent, by providing inexpensive yet continuous 
data on his marketing activities. The quality of the
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information will be constrained by the informality of the *
technique* This is discussed in Part VIII Chapter 3 which 
examines implications of the thesis findings on the travel 
industry.
An important aspect of management is planning and one fairly
comprehensive version of the potential for planning in
retailing is given in the book edited by Wills (89) in:
which he quotes D. Mace. Mace shows the relationship between
planning, and control, stressing short, medium and long term
planning, and linking data collection and action. Mace highlights
the idea that retailing is fully open to the management and 
marketing approach.
An important element in retail management of the chain, is 
the individual branch. This emerged as one of the findings 
of the field research, Cox, in his book about retailing 
Retail Development (90)« has a chapter on “Improving Branch 
Results", which examines the possibilities of improving the 
profitability of retailers through the branch - “the core of 
all retailing effort". In essence, the chapter concentrates on: 
sources of information; branch management functions 
(profitability, sales targets, cost control, stock control, 
purchasing, staff, administration and display); location; 
merchandising. The branch manager has a potentially very 
important management function, .
This is further echoed by Edwin Ornstein in his book about retail 
marketing The Retailers (91), which concentrates on many 
elements of marketing as applied to retailing. Management 
often has to rely on second-hand information about customers, 
through the branch managers. Complaints are "the tip of the 
iceberg", and customer complaints relayed on by the branch 
managers represent "the tip from a bigger iceberg", due to 
"forgetfulness" or over-busy managers. This latter point 
about complaints, in particular, was included in the field 
survey.
Returning to the role of information in management, Ornstein 
in Chapter 3 of bis book lists the main uses of market 
research: customer profile; reasons behind sales pattern;
shop loyalty; customer opinions of the store and its products;
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where actual and potential customers live* Ornstein 
summarises the role of market research as being a supplement 
. to the proved facts of sales analysis and a cross check on 
the creative intergretation of sales data. This latter point 
has implications for the manner in which the travel agent 
may be persuaded to increase his level of application of 
marketing VI. 2 by providing confirmation or supplementary 
information, but not providing something totally new.
At this point, it might be appropriate to also note the 
reactions of retailers to marketing (92)# The most important 
marketing element was "good range of products in constant 
demand". The survey was conducted with buyers in 31 retail 
organisations. This interest in stocking the right products, 
implies an effective information system to help ensure the 
right product policy. If the travel agent is not always aware 
of this pre-condition then education and training have a 
role to play (see Part VIII Chapter 3).
4.1.3 Promotion
As will be seen in Part VI and VII promotion features vary 
prominently in the marketing activities undertaken by travel 
retailers. One aspect is the corporate identity of the 
retailer.
Corporate Identity
In Cox*s book (93)* he gives a reasonably comprehensive 
outline of the factors that make up the corporate identity 
of the retailer. He sees the component parts of the corporate 
retail image as follows: company name; typeface; symbols;
branches (location and siting, size and shape, shopfront, 
fitting and layout); maintenance; merchandise (range, 
quality, pricing policy, own brands, ticketing, display, 
service); staff; advertising and public relations (advertis­
ing, public relations, transport, stationery, company slogans, 
goodwill); head office (switchboard manners, correspondence; 
reception areas). This detailed analysis and breakdown of 
corporate identity was used in the field survey, particularly 
as far as collecting examples of stationery and publicity 
material was concerned.
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Despite the range and. variety of constituents of the retail 
image from which the shop can draw, failure to create a 
corporate identity occurs even among competently managed 
stores. As Cox explains, there are three reasons: little
communication (between shop and customers); failure to 
coordinate merchandising themes; lack of awareness of 
radical changes in promotions. All three factors, in the 
researcher's view, stem from ignorance of the marketing 
ideas behind building a corporate identity: viz, consumer-
oriented; systematically coordinated to achieve maximum 
consistency and impact in the market.
Shop Layout
The previous paragraphs examined the corporate identity, 
and this complements an article by R, Towsey (25) which 
spells out the principles of shop layout. He spells out 
a number of components: active/inactive space (existence
of physical or psychological barriers between customer and 
merchandise); the stock room; the counter; the customer 
flow; merchandise grouping; space allocation (proportionate 
to sales, stock movement); cash handling. He concludes 
that the principal aim of store planning is to combine the 
retailer's interests with those of his customers. The 
former wants maximum product exposure and security arid the 
latter requires minimum of effort and confusion and maximum 
speed of service. This is reminiscent of Levitt's earlier 
point regarding the potential conflict between company and 
consumer objectives (6l).
This potential conflict between the company and external 
factors is raised by Julia Piper who discusses the results 
of a special report into retailers' and manufacturers' 
attitudes to sales promotion in an article (2 7).
Conflict exists between the manufacturer and retailer where . 
the interests are opposed. The former wants to promote 
and display his product in-store, the latter is simply 
interested in promoting his store and increasing customer 
traffic, not promoting individual brands.
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Point of Sale
Point of sale material is an important element in a retailer's 
promotion effort and Part VII Chapter 1.2 contains examples 
of agents1 material, encountered in the field research.
Jane Wheatley's article on point-of-sale material (26) brings 
the discussion right to the travel agent's door when she says: 
"What is sold in a travel agency is so ephemeral that brochures, 
posters, and model aeroplanes are essential to lend substance 
and full colour evidence to the dream”.
Furthermore, Wheatly highlights the confusion and waste in 
this area of promotion due to lack of communication among 
people involved in the industry. She mentions the absence of 
research into the effectiveness of point of sale material as 
one of the main reasons for the failure in this field. 
Effectiveness research is expensive, with rotation of material 
and corresponding monitoring of stock levels. Acceptability 
research is both cheaper and easier to carry out since it 
consists of asking the recipients of point-of-sale material 
whether they need it.
This emphasis on research, serves as a good introduction to 
a discussion of aims and means of retail promotion for which 
information is needed to formulate correctly.
Aims and 1'ieans of Promotion
Chapter 3 concentrated on how marketing may be evaluated and 
the need to set objectives and measures was stressed.
Ornstein's chapter on promotion (94) clearly spells out the 
aims, and corresponding means of promotion for the retailer.
Aims Means
1, "Get people into store” Public Relations
Store Exterior 
Advertising 
Satisfied Customer
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"Encourage them to purchase 
when in store"
Sales Service 
'Store Interior 
Incentive Offers
"Make them want to return" Satisfying Consumers
"Stimulate them to recommend" Advertising (especially
direct mail for
infrequent customers)
"Get store talked about" Public Relations
6, "Increase store's prestige with Public Relations
actual and potential customers, Advertising
staff and supplies" House Organs 
Store Exterior and 
Interior
This table above shows how a marketing activity can be broken 
down into constituent parts (in this case, on a chronological 
basis) and corresponding methods selected to meet the 
objectives. Several of these ideas were proposed by the 
researcher to an agent (see Part VII Chapter 3#l) as well as 
forming proposals made in Part VIII Chapter 3*
Research In Promotion
Having discussed what is involved in the complex area of 
retail promotion, the following three contributions outline 
what can be done to research promotion's effectiveness.
John Hilton observed in an article in Campaign in 1974 (95) 
that "retailers are in the fortunate position of being able 
to measure the results of their advertising within days, 
and in many cases within hours of insertion". This factor 
of close customer contact was mentioned in Part 1, the 
introduction, as one of the reasons that the researcher became 
interested in the topic.
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Having stressed the ability of retailers to carry out 
advertising research by virtue of their location, Schwartz 
(88), gives some suggestions as to how to measure the 
effectiveness of the promotions undertaken by the retailer*
By placing advertisements on different days of the week, 
and monitoring, the correct timing of promotion can be 
assessed* The effectiveness of mail order can be measured 
by noting the response from different geographical areas* 
Observation should be used to measure: the effect of window
displays on stopping pedestrian traffic; the areas of the 
store attracting the most traffic; what happens when the 
price changes; what part of the week should part-time sales 
staff be used.
Thus both careful monitoring and observation have a part to 
play in researching the effect of changes in elements of the 
retailer!s promotion mix (mail order, point of sale, local 
advertising, sales promotion, etc.)*
Gordon Wills has written quite an authoritative chapter on 
this subject of promotional effectiveness in a book edited by 
himself New Ideas in Retail Management (9 6). He points out 
quite correctly, that "we can very, very seldom conduct 
experiments which enable a meaningful correlation between 
sales and promotional experiments to be derived. There^  are 
so often other elements in the sales situation,*."« This shows 
the difficulty in assessing marketing*5 tost effectiveness. Referring to 
in-store promotion, he says that this is often the largest, 
single item which can be directly isolated. "By formalising 
the process of adjustment which any good manager makes on 
the basis of casual observation, major improvements can be 
achieved."
Wills outlines an action programme for alternate years for a 
retailer with an annual promotional research budget of 
£1,000 (in 1970). It consists of a Hinterland Study in Year 1 
and an In-store Study in Year II.
It is worth remembering the point made also earlier in Chapter
3.2 that multi-collinearity and other problems mean that
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initially the retailer needs to concentrate on areas such as 
Wills’ idea of in-store promotion that yield tangible results 
most readily (see Part VIII Chapter 3 ).
4*1.4 Retail Location
Ornstein (9 7) links the subject of location with the rest of 
retail promotion through his idea of "store character”* This, 
he says, is expressed through the basic elements of merchandise, 
location, service, and administration and then exposed to the 
market through promotion. This store character is related to 
the corporate image of the retailer.
Retail location is a significant factor in retail marketing 
as this determines the hinterland, the competition and neighbour­
ing complementary shops and attractions.
Gordon Wills, in another book which he has this time coedited 
(98), has written a chapter on retail location. The chapter 
is broadly sub-divided into: defining location; reviewing
performance. Wills concludes that all four elements mentioned 
above are necessary and interrelated for effective management 
of retail trading.
In his section on defining a trading area, Wills mentions 
several variables including: lines of transportation and
communication (press circulation, etc.); business attractions; 
competition; proximity to larger cities. In this connection, 
Wills mentions empirical approaches that help define the 
trading area - external studies that use normal consumer survey 
methods or internal studies that primarily entail an account 
analysis to define thehinterland (existing rather than potential).
An account analysis was undertaken by the researcher in the 
course of his field research (Part VII Chapter,3.l)# One of 
the issues that emerges from such a study is the profile of 
the customer and the resultant suitability of the retail location,
Chamley (9 9) draws a useful trichotomy concerning location of 
the retail outlet, Should the shop be near the customers' 
homes, near the customers' workplaces or near the route of 
customers on their way to work.
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The answers to these, and other questions necessitate research 
into the nature of the trading area and the suitability of 
the retail location.
4*1*5 Small Independents
Location is also an important factor with small independent 
retailers, about which comparatively little has been written*
The scene is set by P.G, Thomas in Modem Retailing Techniques 
(100) who explains that the 1^66 ■■Census indicated 498,000 
shops in Great Britain of which 75% were small independent 
shops. These accounted for less than 50% of the country's 
retail trade. He says their survival is due in part to their 
convenient location. Other advantages of the small independent 
include, he says: personal contact; low overheads in the
suburbs and villages; low labour costs (especially if family 
are employed); owner as motivator; flexibility; . long 
opening. Disadvantages, Thomas states, mainly centre around 
financial constraints which do not permit the use of specialist 
staff (thus lowering efficiency) and mean low reserves of 
capital, not allowing cash discounts for prompt payment.
This idea of advantages and disadvantages is developed in 
Part VIII Chapter 2, when the notion of balance is discussed 
to explain the position of small, independent travel agents.
Furthermore, this is developed in an article in Management 
Today (lOl) which began by saying that the gradual disappear­
ance of the small independent retailer looks like being a 
non-event. To counter the advantages of 'bigness* (better 
buying terms, economies of scale, affording specialist skills, 
etc.) the smaller firms have helped themselves by: voluntary
groups; chains; specialisation; cash and carry.
Taylor and Shaw (102) point to other weaknesses in the 
competitive position of small independent retailers. They are 
so engrossed in details that they have no time for basic 
management planning, explains the book. In addition, 
merchandising and sales promotion activities suffer as they
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cannot afford to hire experts.
A geographical study by Kirby (103) adds statistical weight 
to the assertion that the small independent retailer is 
down but not out. The answer for the future seems to be 
an increased reliance on personal service.
Finally, an article by Wootton-Jones (23), reveals much 
concerning the nature of the small independent retailer, 
through an examination of their relationship with consultants 
(see also Part V Chapter 3#2). Few small retailers use 
management consultants because they simply believe they cannot 
afford them. It is believed by managers outside the 
distributive trades that retailers are guided by archaic 
traditions, which lead them to believe that they only can 
possibly know and run their own businesses. This produces 
a high degree of suspicion towards outsiders* advice. These 
attitudes are shown to be important in determining the 
application level of marketing by agents (see Part VIII 
Chapter 2).
Wootton-Jones concludes that small firms are less likely to 
make use of consultants, and when used small firms encounter 
less success in using consultants. Nevertheless firms of all 
sizes seem equally unenlightened about the effectiveness of 
consultancy. This uniformity in attitudes and behaviour 
irrespective of size is developed in Part VIII Chapters 1 and 
2 where the conclusions and hypotheses are extended to marketing 
generally. The constraints mentioned by Wootton-Jones are: 
limited economic resources; shortage of trained, informed 
management and specialised services.
In conclusion therefore, it can be said that marketing may 
be applied to retailing in a variety of ways. What arises 
from this is the tendency for the applicability of marketing 
to retailing not to be fully realised in practice. This major 
trend is explored in Part VIII.
Services Marketing
Rosson, in his previously mentioned article (18), suitably
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introduces the subject of this section by asking: "What are
these fields where marketing has been viewed as less applicable? 
The clearest case for the extension of the application of 
marketing management lies in the service sector of the economy," 
He goes on to suggest that the British service sector seems 
increasingly to realise its trading relationships with various 
markets, Rosson adds a view, confirming the researcher’s own 
findings, that there is comparatively very little information 
and literature on services marketing (as opposed to "traditional" 
manufactured goods marketing),
Rosson confidently suggests that the growth of the service 
sector in developed economies recently has initiated the change 
in perception of services marketing as a distinctive area. He 
concludes that both sides of the Atlantic accept that marketing 
is valid in the service context,
Levitt, makes the point in his book (104) that both customer 
service and service industries must be included in any analysis 
of services marketing. Thus the service sector includes not 
only the service industries (banking, tourism, etc.) but also 
"the product-related services supplied by manufacturers and 
the sales-related services supplied by retailers", Heconcludes 
by emphasising that customer service is rarely discretionary, 
being as vital to obtaining and holding the business, as 
the generic product itself. By considering customer service 
as "manufacturing in the field", service will not be regarded 
as either something residual to the tangible."'.product, or purely 
a human task to be performed by a single person, isolated from 
the range of manufacturing-type techniques. This highlights 
the two fold interpretation often applied to service, which 
should be taken to mean not only the type of industry but also 
the services related to the sale e.g. advice.
Foster (105) also states quite clearly that the approach in 
marketing a service is the same as marketing a product. He 
highlights the need to identify the markets and segments, 
actual or potential, to which the services may be offered. In 
addition, he stresses the necessity for planning with targets 
and objectives. Furthermore, he predicts an increased applicat­
ion of marketing to services due to increased competition,
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*
increased cost of money (requiring more careful planning 
presumably) and decreasing profit margins*
Thus the picture that emerges is that marketing may equally 
well apply to services as to products* External factors 
either of a negative nature (increased competition) or a 
positive nature (increased consumption) are leading to 
greater attention being devoted to the service sector and 
the services they provide.
Characteristics
Although in principle marketing equally well applies to 
services, the application of marketing may have to be suited 
to the service sector,. This would largely depend on the 
existence of special characteristics in a service industry 
such as tourism (retailing) that would entail different 
applications of the same marketing approach.
Rathmell, Stanton & Schwartz discuss certain features that 
tend to differentiate services from product marketing.
Rathmell in a book on the subject of services marketing (106), 
differentiates between primary and secondary characteristics. 
Under primary he includes: no transfer of ownership;
interrelation of production and consumption (often simultaneous) 
perishability (no stocking of services, only capacity exists); 
difficulty of maintaining uniform performance standards; the 
function of exchange (shift from physical supply to the use 
of facilitating functions e.g. risk-taking, as no repossession 
is possible). Under secondary characteristics Rathmell 
includes: greater use of agents; less frequent use of price
of a service (rather fee, rate, premium, etc.); service buyer 
seldom referred to as a customer (rather client, policy holder, 
spectator, etc.); pride of performance rather than pride of 
possession. These points are a guide to the nature of services, 
rather than to be taken too dogmatically* in view of the 
number of exceptions to the rule, in the opinion of the 
researcher.
Rathmell*s book also examines (107) the individual elements 
of services marketing - product development and product 
policies, pricing, promoting, distribution and delivery,
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One particularly useful observation relates to the way of 
improving the productivity (the ratio of inputs in the form 
of resources particularly labour, to outputs in the form 
of services performed rather than produced) of services,
Rathmell concludes that owing to the intangible nature 
of services, qualitative rather than quantitative outputs 
should be measured. This, of course, makes the task of 
quantification of the quality of the service difficult,
Stanton (108) mentions five characteristics: intangibility;
inseparability; heterogeneity; perishability; fluctuating 
demand. This is largely similar to Rathmell's approach as 
is his programme for the marketing of services. This 
consists of market analysis and planning, planning and 
developing the service, channels of distribution (where 
agent*s location is all-important because, as the services 
cannot be delivered to a customer, the seller must locate 
himself where there is maximum customer traffic); pricing; 
promoting.
Schwartz (109) makes a brief contribution by indicating three 
aspects of services marketing worthy of a mention: the
reputation of the seller; skill of the performer; value 
added by auxiliary services.
Thus it can be seen that certain characteristics may be said 
to exist e.g. intangibility, perishability. These will have 
implications for the travel agent who is marketing a service 
which is essentially intangible (apart from brochures, films, 
etc.) and perishable (not stockable). In addition, the agent*s 
personal involvement is needed to provide the ancillary services 
to ensure the consumer is satisfied with the travel l,service,V 
bought. The field work discussed in Part VII illustrates the 
importance of the service element in an agency's marketing.
However, as Wyckham et al. (28) point out, caution needs to 
be exercised in using the taxonomy (products versus services).
Many of the characteristics attributed to services are also 
applicable to products, and conversely, some of the characteristics 
do not apply in all service marketing.
Returning to Levitt's concept of a product (see Chapter 1.3*3) 
tyyckham concludes that both products and services should be
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considered as offerings i.e. sets of "need satisfiers" 
offered in particular markets. What is crucial is the 
perception of the service in terms of the consumer and 
his needs. Part VI Chapter 4 explores this further with 
specific reference to the ‘travel product1.
4# 2,3 The Example of Marketing Insurance
This example has been included in this chapter in order 
to show the potential application of marketing to a service 
industry. The implicit assumption is that if it is applicable 
in the insurance field it is certainly worth seriously 
entertaining the notion that marketing can be fully and 
extensively applied to the travel retailing sector.
A book published by the Chartered Insurance Institute (13) 
represents a detailed attempt at applying a comprehensive 
range of marketing concepts and techniques to service 
industries. The book covers chapters on the marketing 
department and its functions; marketing research; product 
planning and policy considerations; advertising and sales 
promotion; public relations: aims, methods and costs; the
main channels of distribution in insurance; follow-up and 
after-sales service; consumer protection and consumer 
associations.
All these aspects of marketing, which will be added to the' 
checklist used in Part VIII to assess agents' level of 
marketing application, are related closely to examples in 
the insurance industry.
Summarising this section on services marketing, it is 
important to note that although services can be characterised 
in certain ways, marketing is equally applicable to services 
(including tourism) as to products.
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CHAPTER 3 : CONCLUSIONS
This Part contributes to the thesis in the following ways:
- Chapter 1 arrived at a consensus view of marketing, as
well as establishing a framework, and beginning a check­
list of marketing activities. This was necessary to 
‘identify marketing applicability to organisations and
the use of this concept in the field research to determine 
the situation with agents,
- Chapter 2 concluded that the level of marketing's 
acceptance in the U.K. was low and that this was due to
a combination of internal factors centring on the manager, 
and external factors in the marketing environment. This 
is explored further with reference to the travel industry.
- Chapter 3 emphasised the need for a logical, systematic
approach to decision making with the role of objective
setting required to evaluate marketing as well as to 
highlight problems. The applicability of marketing to 
travel agents is connected to the question of whether the 
costs and their effects can be satisfactorily measured,
- Chapter 4 ended with the point that marketing is applicable 
to both retailing and services: It is only the application 
of marketing in given situations which is influenced by 
the special characteristics of retailing and services.
Part VII examines the results of the field work on travel 
agents and will relate the ideas of this Part to the design 
of the field study and the elaboration of the findings.
Part VIII develops conclusions about marketing's applicability 
to travel retailing and the current level of application in 
the sector. Irj addition, certain hypotheses and implications 
are developed which build on ideas contained in the Part and 
examined in the light of evidence from the research undertaken.
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PART V : SMALL BUSINESS
This jPart seeks to establish the applicability of 
marketing to small business. Many travel agents are 
small and independent retailers. It is possible to 
characterise those that are small and identify their 
strengths and weaknesses. The four chapters in this 
Part examine in general terms the role, nature and 
problems of small business as well as analysing the 
impact of education in the small firm. The final chapter 
is devoted to researching the applicability of marketing 
to small business.
CHAPTER I : THE ROLE AND NATURE OP SMALL BUSINESS
1.1 INTRODUCTION
The Bolton Report, (110) which took over two years to 
prepare at a cost estimated to be £149»585, represented 
a fairly authoritative examination of the role of small 
business in the economy and the problems confronting 
them.
The main Report was useful in pulling together many 
facts and figures on small business. These show the 
importance of the small business sector in the economy, 
particularly as regards retailing where the 400,000 
firms in the sector are almost all (96%) accounted for 
by small units. Comparatively little space was devoted 
to the marketing problems of small business. The only 
significant reference came in the section dealing with 
the problems and policies of small business.
Bolton's eight areas of improvement for small business 
were: finance; costing and control information, organisat­
ion; marketing; information use and retrieval; 
personnel management; technological change and product­
ion control.
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Two of the Research Reports are singled out as being 
especially relevant to the thesis, as indicating the 
role of evidence to support conclusions made about 
small business and the need to carefully weigh up 
the similarities and differences of small business 
compared to others*
The first by J*P* Pickering et al. (ill) examined the 
small firm in the hotel and catering industry. In a 
section dealing with marketing and the small business 
the point is made that although effective marketing is 
important in dealing with the basic problems of high 
fixed cost and low capacity utilisation, "even among 
experienced operators we found little awareness of the 
range of activities • •• that fall under the broad 
concept of marketing •••..Performance so far has been 
disappointing with very little use made of marketing 
opportunities.H The report-writers include under the 
marketing functions market research; advertising; 
public and press relations; price and product line 
decisions; marketing research.
The evidence they bring to support their contention 
has implications.: for the thesis insofar as the measures 
used cover expenditure levels, strategies and controls 
employed by the companies. They mentions low expend­
iture; magazine advertising concentrated locally 
instead of areas of potential new business; very little 
overseas advertising; no coupon response checks on 
newspaper advertising. Thus the important distinction 
is made between applicability and yet lack of applicat­
ion in practice.
The other Research Report by Margaret Hall (112) is 
concerned with the small unit in the distributive trades. 
Her analysis of "smallness" in her introductory chapter 
is quite helpful as she points out a number of qualificat­
ions arising out of the main Bolton Report. Do small 
firms necessarily have different problems from those in 
other size categories?
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She adds that one is forced to use quantitative 
measures of size but she says that relative size in 
a particular sector should primarily be used. As she 
asks "is a small elephant bigger than a large mouse?1*. 
This also has implications for the competition factor 
in travel agent marketing.
Geoff Wood is a writer in the field of small business, 
especially their marketing aspects. Two articles in 
particular discuss and build on the implications of 
the Bolton Report. The first,on management advisory 
services for the small firm (113), mentions that Bolton* 
proposals for overcoming problems also apply to large 
firms, often administratively over-burdened, as well 
as to small ones who are toe busy and are suspicious 
of outside help.
In the other article (114), Wood praises the Bolton 
report as being "Undoubtedly the most comprehensive 
publication on the subject (of definitions) in Britain”, 
He said that Bolton found that physical measures were 
inadequate and Wood mentions three other characteristics 
relatively small market share; personally run by the 
owners; independent - owner-managers free of outside 
control.
Tkus it can be seen that not only are there similarities 
in the problems facing small and large firms but that 
the definitions used need to be exercised cautiously 
(as advocated by Hall (112)) to include where possible 
qualitative measures.
An important measure that emerges is the type of 
ownership and involvement in management•
Finally there is a reiteration of the importance of 
small business in the U.K., of which the travel agent 
sector is an example.
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In addition to Bolton1s version, it is perhaps 
worthwhile to consider the contribution made by 
Boswell in his researoh-based book on small business 
The Rise and Beeline of Small Firms (115). He asks 
the question in Chapter 1 - why bother about small 
firms? He gives certain reasons: economic ($ of
output and employment); source of supply of entre­
preneurs; political (small man unfairly treated compared 
to the large). He conoludes that the renewed interest 
in small firms is unfortunately paralleled by "a deplorable 
absence of facts • ••• our knowledge has been abysmal1*.
This mirrors the researcher*s owh comments made in Part I, 
concerning the availability of published material in 
the field.
1*2 Definitions
Apart from the benefit of arriving at a useable definition 
of "small” for the purpose of research in the thesis, 
establishing criteria helps to pinpoint the characteristics 
discussed later.
Boswell (115) attempts to provide a framework for considera­
tion of definitions of "small". As far as definitions 
are concerned,he says all of them have their drawbacks: 
legal status is too woolly; financial measures subject 
to inflation etc.; employment measures may vary over 
time or between industries. Boswell*e appendix 1 on 
definitions offers some positive help, by putting seven 
measures forward which together build up a picture of 
the small firm. These are size of firm (employees); 
age of firm (young is less than 20 years old, transitional 
20-40 years, elderly 40-70, old 70+ years); management 
(type of director); management type (founders, inheritors, 
newcomers etc.)| ownership-control type; family 
dominance; performance (innovation, growth, profitability, 
efficiency - input/output ratio).
These measures are heavily weighted in favour of bio­
graphical features of the business and its management.
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This iB further exemplified in part VII Chapter I 
on the field research amongst agents.
Kelley ot al. (116) attempts to include both quantitative 
and qualitative measures in his definition of small 
business. He defines small business in terms of 
number of employees, sales volume and two or more of 
the following characteristics: independent management;
capital is individually or small group owned; local 
area of operations; relative size in the industry.
Finally, this subject of definitions has also preoccupied 
the Commission of the European Communities (40).
Covering allthe Common Market countries, it divides the 
definitions for the United Kingdom into quantitative 
(a£ Bolton e.g. retail trade £50,000 p.a. turnover) and 
qualitative criteria (relatively small market share, 
personalized management, free from outside control)..
The term "small firm" can be viewed in different ways*
J. Deeks, in his article (35)» draws attention to a 
distinction that may be made between the small firm, 
which is owner-managed, and the little businesses 
(Wood calls them mini-businesses), which are owner- 
operated. The emphasis drawn here is on the actual 
operation of the business, which although in practice 
very similar to management,implies that in the former 
the owner employs "operators" and in the latter he does 
everything himself.
Thus it may be said that small business can be defined 
in terras of performance, activities and nature of the 
ownership and management. The thesis will incorporate 
both the former (turnover) and the latter (number of 
branches, owner or manager).
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CHARACTERISTICS
Balance of Strengths and Weaknesses
One aspect of small Business is the idea of their 
Burvival and success being related to their ability 
to balance their inherent advantages and disadvantages* 
This forms the basis of one of the research findings 
discussed in Part VIII Chapter 2. This Part V develops 
this concept of balance as relating to small firms.
Geoff Wood in an article mentioned earlier (114)* likens 
large and small firms to the difference between a 
battleship and a Bmall frigate, with the obvious trade­
off between size and power, on the one hand, and 
flexibility and speed on the other.
Furthermore, Wood uses the idea of market share (see 
Majaro IV 1.3). He says that there are fundamental 
differences between small and large firms, due mainly 
to their relative size in the market. For example, 
growth iB interpreted differently by the large company 
with 10% market share and the small firm with 1$. The 
large firm relies on concentration in certain markets 
whereas small companies rely on quick adaptation to market 
ohanges. Broom et al. (73) indicate the competitive 
strengths of the small firms: knowledge of customers
and markets; product and market specialisation; 'manage­
ment flexibility.
Owner/Manager Characteristics
A common characteristic iB the preoccupation with short 
run activities at the expense of long term planning. 
Perrigo (117) says that a characteristic (and probably 
greatest problem) is that day-to-day activities virtually 
absorb the whole energies and attention of management. 
Consequently, practically no time is given to longer- 
term interests and needs.
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This preoccupation is linked both to the quality of 
management of the small business and to the pressure 
of external forces that accentuate this tendency*
Henderson and Johnson (118) identify a few oommon features 
of many small firms: Firstly, economic vulnerability
due either to low cash reserves or stiff competition in 
industries where there is ease of entry; secondly, lack 
of system and method - •paper-work1 is seen as irritating 
diversion from the •real job* of running the business; 
influence of individual personalities predominates (over­
loaded and thus little time or inclination for planning, 
limited specialist knowledge, growth problems)# This 
oonfirms Wood*s view (113) that the owner-manager relies 
too much on; institfct and individual flair#
Thus, it would seem that the owner/manager greatly affects 
the management weaknesses by not exploiting the benefits 
of planning and systematieing his business# This is 
further supported by Stanworth and Curran, both researchers 
in the field, conclude in an article (ll9)t that it is 
the owner-manager * s motivation apid perceptions of market 
opportunities which provide a new way of understanding 
the small firm#
CHAPTER 2 : PROBLEMS OF SMALL BUSINESS
Arising from the characteristics of small business, 
appropriately defined, are a number of problems. These 
problems provide the perspective with which to examine 
the comparative importance of marketing difficulties 
experienced by the small firm and what can be done to 
overcome them (Chapter 3) and realise the full applica­
bility of marketing (Chapter 4)*
2#1 General
A study into this subject was carried out in 1975 in 
the form of a Diploma in Management Studies Project (120). 
The views of the six retailers (retail chemist, footwear 
repair shop, wine bar, men’s outfitter, handicraft shop,
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tobacconist and confectioner) were listed in order 
of importance of the problems:
1* Covernmentfe attitude towards small businesses*
2. The long, unsocial work hours.
3* The unprecedented rate increase*
4* The statutory, and other, documentation involved.
5* The increased Social Security contributions.
6* Lack of knowledge in preparing financial reoords.
7. The strain of long working hours on family life and 
personal health.
8. Obtaining and training suitable staff.
9. Lack of management knowledge needed for efficient 
day-to-day running of the business and future 
planning.
It would seem that government policy and activities 
together with the retailer’s own lack of knowledge 
on how to run his business oreated the most problems.
Enquiries from small businesses requiring management 
assistance oan indicate areas of interest or concern 
for the small business. A Conference Paper by J. Collins 
(121) analysed enquiries received at his Small Business 
Centre over a four month period. He found that marketing 
formed 17% of enquiries, compared to 29% general, 12% 
accounts, miscellaneous 22%. Furthermore, 14% of the 
enquiries resulted in commissioned work, 24% of whioh 
was marketing compared to: general management 19%t
accounts 19%.
It can be concluded from these outline figures that about 
one in twenty-eight enquiries actually led to a commissioned 
work in marketing. This figure would imply a low level 
of need or low ability to recognise and pay for the need 
to be met.
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The problems are further explored by Geoff Wood in 
an article (122) who points some special problems of 
small firmer shortage of cash and oannot easily borrow 
money; little known about the principles and practioes 
of modern management; too busy to find out; insufficient 
appreciation of proper profit levels; cannot afford to 
take excessive risks.
This would indicate that shortage of resources together 
with lack of awareness underly many of the problems.
It is this lack of management ability, previously mentioned 
in Chapter I, that is evidenced by small business behaviour. 
Broom et al. (73) provide an interesting analysis of the 
problems of small business, which is quite extensive.
Firstly he mentions lack of management ability and depth 
which is indicated by; one-man firms; the casual, 
superficial approach to management problems - serious 
misuse of business records and information, caused by 
ignorance; bound by tradition and insensitive to need 
for change - limited education and experience, closed 
minds; succession problem. Broom1s second point, related 
to the above, is the personal lack and misuse of time.
Next he mentions financing, taxes and recruiting suitable 
manpower (partly through ignorance).
Research is another problem mentioned especially market 
research. The small business manager has neither the 
time nor ability nor money to take full advantage. Further­
more Broom adds that "although they develop a sixth sense 
to divine needs of customers" they are severely limited 
by lack of sufficient marketing information, due to often 
relying simply on customer requests or complaints.
The quality of management is also influenced by external 
factors which can expose individual shortcomings. Broom 
adds "the rigours of competition make the manager painfully 
conscious of his marketing weaknesses”. Managers often 
have to guess the answer to problems e.g. managing the 
firm*s advertising.
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Other significant marketing problems he mentions ares 
channels of distribution; product policy; salesman 
compensation. Further problems are added by a 
consideration of the failure of small firms. Why does 
a business fail? asks Kelley et al. (124). The main 
problems stated are: personal factors; inadequate 
planning and financing; obsolete methods; multioi- 
piicity of duties; competitive duties; unqualified 
personnel; lack of demand; taxation.
2*2 Specific Problems
Many of the problems confronting the small business said 
affecting his acceptance of marketing may derive from 
economic as well as psychological reasons.
The principal contribution in this section comes from 
Petrof et al. Small Business Management (125) who 
concentrates on the important theme of psychological 
barriers to marketing strategy planning. He seeks to 
answer the puzzle of the continued survival of small 
business despite being so unprofitable. He identifies 
certain factors that motivate the owner and explain such 
phrases as "things are bound to get better". Petrof 
argues that the owner gains certain personal economic 
benefits besides 'salary, Other economic benefits include 
company car, ‘eating the goods*.
In addition, the owner receives psychic income, which 
is remuneration of a psychological, rather than pecuniary, 
nature. The owner, Petrof says, desires independence — 
freedom from outside control and fewer rules - and also 
possesses a desire for status, recognition, self-esteem 
and security.
Petrof mentions other barriers to profitability; personal 
discipline (over-involvement with daily problems); personal 
aspirations (insisting on family control); owner orientation 
(not consumer orientation); making assumptions (based 
on limited experience). He ends on the constructive note
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that the answer to all these problems ultimately lies 
with the individual, who may not be able to overcome 
the barriers, but may keep them within manageable limits 
by being aware of them.
Petrof comments that it is not necessarily undesirable 
to derive psychic income or be owner oriented. These 
barriers form an important base for hypotheses and 
implications formulated in Part VIII*
Petrof also adds that their prospeots for survival, 
growth and profitable operations can be greatly enhanced 
by applying certain management concepts and techniques, 
including marketing. This in turn leads to a considerat­
ion of the role education can play in the operations of 
a small business, such as many travel agents.
CHAPTER 3 : SMALL BUSINESS AND EDUCATION
As previous chapters have osnoluded, the individual 
owner/manager plays an important part in the behaviour 
of the small company. Education, training and consultancy 
services may all serve to help the individual manager 
running his business to perform more effectively.
The Role of Education
A joint Report on Management Training and Development 
in the Small Firm (126) points out that the main 
functional areas in which knowledge and skills seem to 
be most lacking are: financial management; marketing;
production management; recruitment and selection; 
effective organisation development.
Given the constraints of time and cost facing the 
manager of a small business, any education offered to 
him must meet his needs. Heesley and Birley review 
the whole question of developing education for sma^ -l 
business, (127)* by examining the possible needs of the 
small firm. To be successful, they say, teaching must 
satisfy four basic needs: knowledge; specific informat­
ion; advice; support. In other words, the teaching
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should both inform and provide assistance that is 
applicable to the manager's problems.
Beesley and Birley introduce the cost-benefit approach 
into their consideration of education's acceptance by 
the small businessman. Education is similar to any 
new product, the personal oost-benefit equation must 
show a positive return. His costs are expressed in 
terms of time and money. His benefits may be in terms 
of improved management ability, gained from increased 
knowledge, and reflected in improved company financial 
performance. Inducements to overcome reluctance must 
either reduce personal cost and/or increase personal 
benefit.
This approach is used by the researcher in Part VIII 
to develop ways of overcoming the barriers to marketing's 
acceptance by the travel agent. This also relates 
to the earlier discussion in Part IV Chapter 3 on 
cost-effeotiveness in marketing. The needs of the 
manager can be matched by certain eduoational programmes.
Geoff Wood outlines the areas a management teacher can 
help a small firm (36): understanding financial accounts 
costing and estimating; budgetary control; raising 
finance; office methods; credit control and cash flow; 
marketing information. The latter area arises as a need 
because most small firms lack marketing information, 
says Wood. ThiB was confirmed by the researcher's field 
role which also discovered some of the reasons for 
this low level of applications. One of the underlying 
attitudes was found to be that the agent already knew 
his market. Wood adds a comment that would be critical 
of the attitude expressed above: ’’experience is said
to be a good teacher, but it can be a. hard school. A 
long time may be needed to learn the right lessons”.
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The necessity of a suitable supply, in terms of trainers
• *
or teachers, to meet the demand is expressed by Wood (36) 
who tries to apportion blame for failure by small 
businessmen to accept education. The blame lies both 
with the small firm, who feels that time cannot be spared 
and the management trainers and teachers who claim to be 
able to help.
Two examples of what has been done to "educate" small 
business follow below. The first, referred to hen article 
in the Financial Times (128), is the Business Evaluator, 
which has already been mentioned in Part IV, Chapter 3.
The article states that between May 1972 when it was 
introduced to May 1973» 3,000 copies of the full four 
volume version (at £39*50) and 1,500 copies of the 
abbreviated version (£22.50) for very small firms had 
been sold. The article also discusses the British 
Institute of Managements own publication in this field, 
called "Know your Business". Both these publications 
rely on self-analysis of the small firm, with its inherent 
difficulties, such as the lack of control.
The second example is published by Intertext (129) and 
is a type of manual for would-be entrepreneurs on starting 
a small business. It forms a part of a correspondence 
course on the subject, and tends to be very descriptive 
and practical in orientation.
3*2 The Link With Consultancy
The relationship between this section and the previous 
one is that both teachers or trainers and consultants 
are types of "change agents" within the small firm. This 
is because they can initiate or provoke change in the 
organisation. The publication selected for this section 
by Colin Jones (130), ties in very well with Beesley et al.'s 
cost-benefit approach outlined in section 3*1* The Report 
examines the use made of consultants by small firms in 
the latter part of 1968 when the Board of Trade offered 
grants of up to £5,000 towards the cost of employing 
consultants. 227 firms participated in the scheme 46 °f 
which had less than 50 employees (of these, a third had
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never used, consultants before). Of the 396 assignments,
41 were marketing and 21 were market research (120 were 
production, 107 were finance and administration). 304 
specific reasons were given for choosing the assignments - 
improving profitability or efficiency was the most 
frequent (116), next came growth problems (51)* Consultants, 
were normally called in because the firm did not have 
either the time or the expertise. Another reason 
mentioned was the benefit of having an outsider examine 
the problem.
In over 70/& of cases, firms were satisfied with the 
consultants. ' It was possible to quantify the results, in 
a cost-benefit manner, in only a minority of cases. In 
about one-third of cases firms were able to quantify some 
of the benefits of implementing the recommendations, and 
in about 40j> of cases it was possible to quantify some 
of the implementation costs.
From the discussion in this chapter, it may be seen that 
the manager of a small business will tend to accept 
education or consultancy only if the resultant benefits 
outweigh the costs. This means not only the provision 
of satisfactory educational or consultancy services, but 
also the receptivity of the manager should exist to seek 
enlightenment through education.
CHAPTER 4 : MARKETING AND THE SMALL BUSINESS
Part IV Chapter 1.3 briefly examined the applicability 
of marketing to small business and concluded that it 
was equally applicable to this sector. Nevertheless 
there were difficulties in persuading the small business 
of the relevance and benefit of marketing to his firm.
General
The beneficial effect of marketing on the organisation, 
although difficult to quantify is mentioned by Wood. In 
his book about small firms, Bigger Profits For The Smaller 
Firm (131) he states that marketing is one of the moBt 
neglected techniques in the sector. Quoting an investigat­
ion into 125 Bmall firms in 6 different industries, he
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says that financial analysis shows that firms using 
the techniques of marketing, budgetary control, production 
control, costing and work study are more profitable than 
those who do not.
In his third chapter, entitled ’’marketing for profit**,
Wood spells out the steps involved, in applying marketing 
to the small business. He poses three questions: what
business are you in? (defining the company*s vocation - 
from the customer’s point of view); are you in the right 
business?; wrhat is the unique selling proposition?.
He then proceeds to mention: finding new products; pricing
creating an image; advertising and sales promotion; 
selling.
Geoff Wood has also written a pamphlet on marketing for 
the Small Firms Information Centres (132). He indicates 
four vital areas of marketing’s relevance for small firms: 
knowing your market; products and pricing; advertising 
and sales promotion; selling and distribution. Towards 
the end of the pamphlet he lists several common pitfalls 
in marketing that await the inexperienced, which include 
lack of information and bad planning.
This approach is echoed by Broom et al. in their biook (l33)« 
They apply the full range of marketing concepts to the 
small business. They mention marketing research, product 
line decisions, pricing decisions, personal selling, sales 
planning and control and advertising and sales promotion.
Finally in this section, three courses run by the Institute 
of Marketing serve to illustrate the extent of marketing’s 
potential contribution and application to small business.
The first, in 1972 (38), stated in the brochure that ”to 
prosper a company must identify and satisfy its market.
This applies in the long run to all companies, whatever 
their size.*' However, although marketing is essential 
it is more difficult to apply within the constraints of 
money and men available. The second course, run jointly 
with the Communication Advertising and Marketing Education
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Foundation Ltd, (CAM) in 1975 (39) reflected also current 
economio conditions. The course brochure mentioned 
running cost-effective marketing programmes within tight 
budgetary constraints. This, of course, is the essence 
of marketing in the small business. The four day seminar 
was split between marketing in essence (meaning of 
marketing, marketing mix, marketing analysis, sources of 
marketing information) and marketing in action (directing 
and supporting the sales force). The third course on 
•‘marketing for the smaller enterprise”, in 1975 contained 
an input by the researcher on marketing's application 
both in general (see concensus view of marketing) and 
specific terms (39) (see Part VIIj).
Marketing Research
The ease with which information may be collected by the 
small business is stressed by Wood in his pamphlet (132) 
which says: "In marketing, the old saying that knowledge
is power is very true ••••• the information exists; it 
is simply a matter of digging it out of the goldmines 
of data.” He stresses the point that most small firms 
are weak in their markets because they have inadequate 
information about them. It highlights the value of 
observation and analysis of the organisation's own records. 
Part VII Chapter 3.1 illustrates the information that is 
readily available by a simple customer card analysis.
Hazel and Heid have written two books in this field. The 
first (133), talks about competition analysis and the 
signs to look out for. First of these is competitive 
sales activity which can be followed by scanning the press 
and noting any changes in the tempo of competitors' sales. 
Secondly, competitors' staff may provide a clue in terms 
of advertisements for staff in the media. Thirdly, the 
outside appearance of the competitor's premises may 
indicate a trend, as may changes in letterheads or staff 
benefits e.g. Xmas celebrations. Once again, the role of
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defining and monitoring competition in marketing is 
highlighted.
Hazel and Reid’s other hook (134) focusses on customer 
oomplaints as being a valuable source of marketing 
information. Customers, they correctly observe, represent 
members of a large body of quality control inspectors 
and of watchdogs of inefficiency. These unpaid reporters 
should be viewed more as a source of comments rather than 
complaints.
Both agents’ perception of competition and complaints 
analysis were investigated during the course of the field 
work in Part VII Chapter 1.
Promotion
Petrof et al. (135) ia their book ask what advertising 
can do for the small firm, and how can it match the impact 
of the larger competitors. They make a number of suggestions 
to overcome the size disadvantage and achieve "impact 
dominance" over the competitors. The small business should 
concentrate on a single market segment or single advertising 
medium. Their biggest advantage, it is argued, is perhaps 
"creative leverage", which might be translated in plain 
terms to mean capitalising on the reputation of the na|or 
competitor. Petrof mentions the example of "We try harder", 
which is Avisfe slogan. Furthermore, they suggest that 
the small budget may be stretched by: the use of small
space advertisements which through greater frequenoy can 
create the impression that the campaign is larger than 
it is; simplifying the message; co-operative advertising.
Once again, Petrof’s approach shows how the small firm 
can counteract weaknesses caused by the size. In addition, 
he shows how budgeting constraints need not undermine 
the variety of applications of marketing. It is desirable 
for the company to capitalise on its strengths.
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The other contribution in this section comes from 
Kelley's book (136), which is on the subject of building 
good customer relations for which they list no fewer 
than 24 factors. The range of suggestions include 
exactly how to deal with customers and the importance 
of knowing the customer profile and the different segments 
of the market.
CHAPTER 5 : CONCLUSIONS
Whereas it would be true to suggest that small businesses 
are faced with their own characteristic set of problems 
and difficulties, it would seem that marketing's applicabi­
lity to the small firm is not constrained by size of firm. 
However the individual manager, with his flair, motivation 
and perception, has an impact on the small firm's marketing 
activities.
Chapter 2 indicated several small business problems and 
the potential barriers to change caused by them. The 
psychological, as well as eoonomio nature of these barriers 
was stressed. The strategy of minimising weaknesses and 
exploiting the strengths of the small business was 
mentioned.
Chapter 3 suggested how these barriers may be overcome, 
by focussing on the role of education. The cost benefit 
approach was discussed as a way of persuading the manager 
of the value of education to himself.
Finally, Chapter 4 discussed, with the use of certain 
examples, how marketing could be related to the small 
business. The applicability of marketing to small business 
was established, although its application in practice 
would depend partly on the necessary awareness, motivation 
and enlightenment of the manager.
The applicability of marketing to small firms has important 
implications for Part VIII'e conclusions and hypotheses 
which seek to shed light on travel agents' marketing 
behaviour.
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PART VI ; TOURISM AND TRAVEL RETAILING
CHAPTER 1 j KEY HISTORICAL DEVELOPMENTS
The purpose of the following Chapter, is to highlight 
certain developments that may have particularly affected 
.the travel agent. The historical perspective has been 
included to provide a time dimension to the study of the 
contemporary tourism and travel retailer. It must he 
remembered that important though this perspective is, 
it is not the main focus of this Part of the thesis, which 
concentrates on examining the nature of the travel agent 
and how marketing is, and can be, applied. In addition, 
to some extent, the contemporary issues raised here, might 
equally well apply to a different time period e.g. 
influence of the economy on the travel agent.
The chronology in Burkart and Medlikfs book, Tourisms 
Past, Present and Future (138) is helpful in signposting 
the general events that helped shape the travel industry.
1.1 Special Events
The travel agents questioned in the field survey were 
operating in the aftermath of certain events (N.B. their 
problems - see Part VII 1.3). This section aims to 
highlight the major events of the early seventies.
The major event was the economic crisis of the early 70's, 
largely precipitated by the dramatic oil price increase by 
the Arabs, in 1973* However, with the benefit of hindsight, 
warning signs were visible before the oil crisis.
Price Discounting
'•Majorca for £18: Now you can afford to escape the crowd."
said Anne Sharpley in the Evening Standard as early as 
October 1970 (139). The first of these cheap packages
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had arrived. Hardly two years later "both the leader 
and a letter took up this subject in Travelnews (140).
The leader asked "do we want a cut-price war?", referring 
primarily to a proposal about discount offers to the 
public and bonus commissions to the agents. Leigh Knights 
of Express Travel stated in his letter that it was about 
time higher prices were charged for holidays. The 
strategy of "Lower the prices and handle more people" 
was now outmoded.
This attack on price cutting formed the basis of an article 
by Mansell entitled ‘The Travel Industry Trauma' in 1972, 
(l4l)* Margins were as little as 75p a, package, he 
explains.
The paucity of information about travel agents1 marketing , 
which was mentioned in the introduction in Part I, is 
reiterated by Mansell, who says: "this is not an industry 
where statistics are very forthcoming". He gives three 
reasons: fierce competition; no resources to commission
much market research; fairly unsophisticated industry.
Industry Problems
An alternative view emphasises the uncontrollable elements 
in the environment which can affect the travel agents.
Arthur Sandies writing in 1973 (142), suggested that 
the problems of the industry e.g. depressed winter holiday 
market were due in part to facto© beyond its control.
Oil Crisis
Whatever the exact combination of controllable and 
uncontrollable factors, the economic crisis finally hit 
the industry in the autumn of 1973# Two headlines from 
the Evening Standard of the time summarise the situation: 
"Package firms warn airlines to expect 'worst year' - 
OIL CRISIS TO HIT HOLIDAYS" (6.11.73) and "Heseltine:
'No assurances about oil supplies' - NEXT YEAR'S HOLIDAY 
PLIGHT DOUBTS" (7.12.73).
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The ensuing events in 1974 were to have profound effects 
on the industry. In the calm before the storm, following 
the rescue of the ailing Court Line group, an article 
appeared in Campaign (l43)» with the headline "Holiday 
ads alive and well". It*seemed, even as late as July 
1974# that the tour operators were hoping to salvage the 
season.
Court Line Collapse
These external factors helped.precipitate internal problems 
in the travel trade companies. On August 22, 1974* 
Travelnews ran an article on the Court Line Collapse,
(144). The article referred to Peter Shore, the Secretary 
of State for Trade, as saying that the Court Line leisure 
operation had been "over-extended", and there had been 
a tendency in the last two or three years to "offer 
cheapness at the expense of security". So Court Line, 
together with Clarksons and Horizon, disappeared from 
the scene.
Some of the immediate effects on the industry were spelled 
out by Sandies, in an article (145). He argued that 
tour operators would focus their attention on the travel 
agents through whom most package tour bookings are made, 
with greater emphasis on trade promotions aimed at' 
convincing the agents and the public of their stability. 
This in turn will have implications on agent/operator 
relations (discussed in the next section), as agents 
insist on efficient servicing by the operators.
Other Developments
Three other special events are singled out for mention, 
at this point. Firstly, the increase in importance of 
consumer protection in the travel industry, which was the 
subject of a feature article in Travelnews in 1974 (146). 
Secondly, the effect of Britain*s entry into the Common 
Market which was beginning to affect the industry even
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as early as 1972, (X47) • Finally, the growing threat 
of direct selling, which has culminated in 1977 in 
Tjaereborg, apart from the vertical integration by such 
companies as Thomson (Lunn-Poly),
The special events selected in this section indicate the 
presence of external, uncontrollable factors that can,
. in certain oircumstances, have a profound effect on the 
trade in general and the travel agents in particular,
A.B.T.A. - The Trade Association
Most travel agents are members of A.B.T.A. and are subject 
to the rules and regulations governing membership e.g. 
at least two qualified employees, Stabiliser, In return 
the public^ confidence is supposed to increase at the 
sight of an A.B.T.A. agent,
A further mirror of key historical developments affecting 
travel agents, is provided by the activities of the 
official trade association of the travel industry - 
Association of British Travel Agents, Each annual report 
since the first one in 1955 has been studied and two 
elements singled outs advertising expenditure; chairman/ 
chief executive comments on key issues of the time. These 
two elements shed light on the historical perspective 
behind marketing developments in the sector.
Below there is a table that shows the level of advertising 
expenditures compared to the total expenditure of A.B.T.A. 
This illustrates not only the absolute level of A,B,T,A, 
advertising for the travel trade, but also its relative 
weighting to the total A.B.T.A. budget. The advertising 
activities of A.B.T.A. indicate a steady, if rather modest 
level of advertising spending. Very occasionally, specific 
campaigns are mounted to remedy short-term industry problems, 
oaused by external factors. There were two specific 
advertising campaigns in response to specific needs. In 
1974, there was an Emergency campaign to counter the
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effects of the economic crisis and its side effects,
(cost £75#000 - shortfall against subscriptions £10,000). 
In spring 1977# there was an advertising campaign to 
encourage late bookings (cost £96,000).
The proportion of the total budget devoted to advertising 
and public relations has risen since 1972. Membership 
rose from 97 in 1950 to 1901 members in 1976 representing 
4154 offices. This represents the majority of retail 
travel agents in the United Kingdom.
bate of Report Year Ending Advertising/P.R.(£1 s) Total(£fs)
1955
1957
1958
1959
1960
1961 
1962
1963
1964
1965
1966
1967
1968
1969
1970
1971
1972
1975
1974
1975
1976
1977
1978
31.1.55
30.6.56
30.6.57
30.6.58
30.6.59
30.6.60 
30.6.61 
30.6.62
30.6.63
30.6.64
30.6.65
30.6.66
30.6.67
30.6.68
30.6.69
30.6.70
30.6.71
30.6.72
30.6.73
30.6.74
30.6.75
30.6.76
30.6.77
(1954 £154) 3374(2912)
2171
2770
2942
2669
2919
3018
8436
7818
8920
4636
4517
6l6
3525
3437
11274
15096
18947
31088
33290
29872
8O336
106294
126593
163028
205597
255893
292592
446040
5892
6918
7816
9667
13285
15187
17292
18004
26695
3
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Below, the main points, from the,. Chairmen's Reports 
are laid out, as reflecting key issues of the time.
- code of conduct, reflecting the increasing importance 
of consumer protection- (fin. y/e 30.6.71)
-  bonding of tour operators and A.B.T.A. *s Retailers 
Fund (fin. y/e 30*6.72)
financial failures of A.B.T.A. members (18 TO, 17 TA) 
due to external factors of: economic situation; 3 day
week, fuel crisis; cholera in Portugal; hostility in 
Eastern Mediterranean; financial requirements for new 
members; staff requirements (fin. y/e 30.6,74)
- bonding of retail agents—  luggage scheme (fin. y/e 
30.6.75)
- restrictive practices —  Stabiliser (fin. y/e 30.6.76)
This illustrates the impact of A.B.T.A. on the individual 
travel agent and shows the role of external factors in 
agents* financial performance.
The Travel Agent
Early Travel Agents
This brief historical view of travel agents includes a 
summary of past contributions on the nature and role of 
the agents. Li ckorish and Kershaw in their book (148) 
mention the effect of the railways in expanding travel 
and Thomas Cook* s pioneering work in the travel agency 
field.
Lundberg (149) explains in his book how Thomas Cook was 
credited as being the first full-time professional, bona 
fide travel agent, from 1845. He saw travel as an opportunity 
for education and enlightenment, for the masses not just 
the elite.
Lickorish and Kershaw araa little ambivalent as to the 
importance of the travel agent's role in the 50*s. They 
cite the 1955 European Travel Commission Survey, which 
estimated that 90^ 6 of British residents travelling abroad 
use travel agents, either to purchase transport tickets 
or to assist in making travel arrangements. On the other
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hand., they quote another study - Holidays in 1955*
British Travel and Holidays Association - which pointed 
out the minor role of the travel agents. Only 2% chose 
their holiday "because of the agent. The agents* limited 
influence was due to: growing use of the car; "business 
travellers using cars; two-thirds of the total travel 
services sold direct e.g. transport operators with their 
own ticket offices.
It would seem that although the public does not use the 
agent to help choose the holiday, they use the agent to 
book the holiday.
The Influence of Travel Trade Personalities
Writing in 1973* Sandies (150), points out the travel 
industry is beginning to feel the problems of middle 
age. In the mid-sixties, he says, the business was dominated 
by entrepreneurs. This was taken into account in the field 
work which researched the views of "travel trade personali­
ties" (Part VII Chapter 2).
Boom Conditions
The Retail Business Special Report No. 5 (5l) in its 
introduction, outlined some historical factors affecting 
agents. They gave three reasons for the post-war-increase 
in travel: higher living standards; improved transport;
mass marketing of inclusive tours. The travel agent’s 
income depended mainly on the demand for overseas holidays 
and the level of personal income, with an agent’s boom 
in the late 60*s and early 70*s.
Finally, a page-by-page study of the trade press has been 
undertaken by the researcher to provide data for this 
section, and the following chapters. The Travel Trade 
Gazette was studied between 1953» when it began, until 1969# 
This yielded interesting information on travel agency 
development. (Travelnews. the trade * s marketing newspaper 
since 1969 is discussed in the next chapter. In addition, 
Travel Agency, the monthly feature magazine, is primarily 
based on travel marketing and will be discussed in later 
sections).
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The conclusions of particular relevance to the thesis 
have been grouped under six headings, which relate to the 
travel agent *s background, role and marketing activities.
The date of the Travel Trade Gazette edition is given 
in brackets.
Background of Travel Agency
Role of theatre tickets (19.6.53)
Small agents as confectioners tobacconists + coach 
booking (3.12.54)
1-2,000 London Coastal Coaches booking agencies are 
confectioner types (28.10.55)
Part-time travel agentswho process low price tickets 
and have convenient rural locations - 500 in London 
and Home Counties (19.5.61)
Role of the Travel Agent
To simplify tourism by co-ordinating of contributors 
to the tourism product (25.10.58)
25% of holiday makers leave arrangements to travel agent 
(Gallop) (1.9.61)
Increase commission (from 7i%) necessary for agents to 
increase new business, help principals and customers, 
meet increasing overheads (3.11.61)
Offensive marketing needed to justify increased commission: 
to persuade more people to travel, by staff, advertising 
and attractive offices (l7.ll.6l)
Agents relied on for information and booking: must identify
markets, persuade and check results (1.6.62)
Agents need to take risks (2,4.65)
Need for sales point provided by agent (27.lO.67)
Selling role: motivating client to lose fear of change
(19.4.68)
Special Events
Advent of code of ethics: agent/public (4.12.59)
Direct sell: principals in retailing are increasing 
(17.2.67)
Banks may start retailing travel (11,11.66)
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Examples of Marketing by Agents
Beginning of cooperative advertising by Global via 
'£1 for £1* (7.12,54)
Take business to customer by bus (22,12.61)
Low Marketing Orientation/Passive
Agents too passives sit behind desk and wait for v
business (22.6.62)
Not selling insurance (1.3.65)
Must boost market or lose to mail order (8,5.64)
Operators need proof that agents are "with it” (l6.12.64)
More research needed by industry to find out what customer 
wants (10.11.61)
Need for marketing: marketing is key to travel profits;
many agents claim they have been carrying out marketing 
activities for years without realising it (23.3.67)
Disadvantages of Small Travel Agent
SET, no bulk buying, one man cannot join ABTA (13.5*66)
Summarising therefore, the headlines above indicate some 
of the issues in the historical development of the agents 
over the period. In addition, there are implications for 
the thesis in terms of general principles about marketing 
and the travel agent; these will be discussed more fully 
later, in Part VIII. The general picture emerges of an 
essentially passive retail travel trade in the post-war 
years. The travel agents were to some extent cossetted 
by favourable market conditions.
CHAPTER 2 : ROLE AND NATURE OP TOURISM AND TRAVEL
RETAILING
Before examining the applicability and application of market­
ing to travel agents, their role in the industry and their 
characteristics will be studied. This will contribute to 
the later conclusions concerning the reasons behind the
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agents* marketing behaviour.
2,1 Introduction
The major survey in this field is the one carried out 
by Economist Intelligence Unit on the travel agency business 
entitled The British Travel Industry, (151)# The conclusions 
were split into four sections which concentrated on: the
British travel industry; gendral survey of travel agents; 
financial and organ! sational survey; travel agent/principal 
relationships. This study, which was reviewed in Part II, 
arrived at a number of conclusions which have been 
incorporated into this thesis either to test EIU findings 
or to develop and erpand some of their ideas.
A. The British Travel Industry Today
- demand for foreign holidays is reflection of the 
total income level - competes with demand for fridges, 
etc.
- business travel is largely independent of the personal 
income factor
B. General Survey of Travel Agents
- "Stabiliser” operations (1966) had the effect of * 
increasing A.B.T.A. membership/offices
- high concentration of travel offices in south-east
and north-west of the U.K. and these offices have lower 
turnovers than other areas e.g. West Midlands.
- a typical A.B.T,A, retail travel agent - £60,000 - 
£70,000 annual turnover, staff of people in one 
office
- 25% of total A.B.T.A. membership account for JBP/o of 
A.B.T.A, turnover
- provincial and country town agencies have a comparatively
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promising future due to better balanoed "business mix"
■ *
(scheduled and inclusive tour) and less concentrated 
competition from principals and other agents.
Financial and Organisational Survey
travel agent remuneration is adequate in relation to 
their total costs.
some agent services e.g. meeting clients at airports 
or long-distance telephone calls are not remunerative 
and not required by principals 
little capital required to set up an agency 
staff costs represent 60-65% of total running costs 
wide range of profitability: 67% of agents show a
profit; 28% show profits in excess of 20% of total 
revenue: 15% of agents show losses in excess of 20% 
of total revenue. (EIU view of profit: % net revenue,
after costs, etc., to total revenue) 
low profitability due to: too large an agency for
the existing level of business; too many agencies 
serving the area
inadequate financial data on profitability for 
management purposes because accounts prepared for 
tax or principals* purpose only
increased remuneration will only lead to an increase 
in the number of agents given the low set-up costs 
profitability and type of agency: highest profitability -
provincial and country town agency due to low cost 
location, clearly defined catchment area free from 
excessive competition, good business mix 
impossible to identify unprofitable branches in some 
chains, or identify profitable sections of the travel 
business
relationship between total potential turnover, population 
and income in an area
optimum organisation unit - 4 persons excluding manager 
costs in smaller agencies grow more quickly than turnover 
due to diseconomies of scale in labour costs - suggested 
use of part-time staff
- in general, agents satisfied with tour operators* 
procedures for booking despite lack of standardisation
Relationship Between Travel Agents And Principals
- significance of agents to principals indicated by 
their major share of bookings (except British Rail):
1967, for airlines 77%; for sea carriers 68%; for 
tour operators 83%
- 100 or less agents account for over 50% of total agent 
bookings about 50 agents account for 33%-50% of total 
bookings
- principals generally dissatisfied with agents* services - 
divergent agent role active creative seller or order 
taker/ticket issue point.
- principals may intend increasing demand by marketing 
techniques
- wider variety of distribution outlets, time agency 
representation, increased specialisation on inclusive 
tours, franchising for agents
- but continued existence of travel agents - 7-10% commission 
remains an economic method of coverage for principals, 
importance of marginal seat (above 85-90% load factor), 
public use agents for 60% of their foreign holiday 
bookings
- considerable market potential for foreign holiday (only 20% 
of Britons take holiday abroad)
- agents should increase the local awareness by more local 
advertising and promotion
- tour operators feel that agents do not have brand loyalty 
for their programmes
By way of conclusion, it may be said that the EIU survey, 
despite certain weaknesses discussed in Part II, is a fairly 
comprehensive study of travel agents. There are many 
implications for the thesis. For example, the picture emerges 
of a small efficient minority of travel agents accounting 
for most of A.B.T.A. turnover. One third of agents does not 
even make a profit. Furthermore, location and management 
ability seem to W  the key'Jn.iinfluencing agents* profitability. On
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the other hand., very little attention is given to the 
area of marketing and travel agents,
.Another EIU study, by Yacoumis (152) in 1975# concentrated 
on air inclusive tour marketing, with special reference 
to retail distribution channels in the U.K. and West 
Germany, This study did contain elements relating to 
travel agents relevant in the thesis.
Functionally, the trade may be described as open and free 
for any tour operator to use as a distribution channel. He 
adds; "in view of the lack of a statutory system of 
licensing and registering the retail travel trade in the 
U.K,, there is neither a universally accepted definition of 
what a travel agency is nor an official statistical source 
on the numerical volume of the whole of the trade". This 
latter point was mentioned in Part III with reference to 
the difficulty of using a sampling frame.
Furthermore, he indicates the concentration of travel agencies 
varied regionally, with the highest concentration in the 
Greater London area (1975 Travel Trade Directory - one 
agency to 9,000 inhabitants - role of work location).
Discussing the marketing implications of Operation Stabiliser 
(A.B.T,A. *s scheme, stipulating that retail members should 
only sell the tours of fellow operating members), Yacoumis 
highlights the monopolising effect on agents, with whom 
tour operators have to deal, as well as operators carrying 
the burden of consumer promotion. This they do because 
of the belief that agents can do little to influence demand,
(A point which the thesis will examine,)
He also identifies four main types of channel structure: 
independent agents; vertically integrated commanded by 
retailers (e.g. Cooks, Ellerman); vertically integrated 
commanded by tour operators (e,g, Thomsons, Exchange Travel); 
mail order from principal direct to consumer (e,g. Travel 
Club of TJpminster), Given the pros and cons of the different
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channels (cost, control, spread etc*), he suggests that 
there is a move by tour operators towards selective 
distribution, with greater attention on brochure circulation 
and brochure booking ratios.
He points out the role of retail multiples (ten or more 
branches under one ownership and control) in the retail 
trade. He lists 45 U.K. multiples accounting for 1,214 
outlets. -
Other current trends he mentions include; advent of 
computers; concentration among tour operators; collapse 
of Court Line empire and its temporary restraint on market 
concentration; ABC*s; energy orisis.
Role of the Agent
One of the major bones of contention in this area concerns 
whether the role of the agent is an.active (creative) or a 
passive one. This question may have been hinted at in the 
conclusions of 1968 EIU report which referred to the small 
percentage of agents accounting for a high percentage of 
total turnover.
Passive Role - Location
A number of arguments have been put forward to suggest tha,t 
travel agents should either be active or passive and what 
are the main reasons behind their actual behaviour.
One of the main arguments in favour of the passive role of 
the agent is that which highlights the geographical location 
and the convenience provided for the consumers. This 
obviates the need for principals to set up their own sales 
outlets. This point is made by Lickorish and Kershaw (14Q) 
who see a creative agent on the other hand as one who creates 
packages, involving arrangements with principals and some 
speculative selling. Of the 1,000 British agents they 
estimate only 80 are creative and account for QOP/o of the 
business (includes multiples). Both this proportion of total
122
agents and. the extent of creative "business (own tour 
operating) were investigated in the field res ear oh and 
follow up study discussed in Part VII.
This importance of agency location, as opposed to their 
activities, from the point of view of the principal is 
stressed by LeJeune in a collection of articles (153)*
• He argues that mass produced products, such as inclusive 
tours, require high coverage by intermediaries, such as 
travel agents. The agents* role consists then of simply 
selling standard, pre-promoted high awareness products. This 
implies a restricted and passive agency role in the market.
The notion of the travel agent as a mere distribution outlet 
passively ensuring availability to customers, in terms of 
brochures and reservations, is pursued by Burkart in the 
first of a series of articles (154). Burkart points out, in 
support of his view that the agent does not have to bear the 
usual risk of carrying stock, which implies the correspondingly 
greater importance of the agency*s siting as a distribution 
outlet. The principals, he says, fix prices publish brochures, 
conduct advertising and it is the agent that finally secures 
the sale - and the agent should concentrate on doing this 
efficiently, "It is the principals * responsibility, not the 
travel agent*s, to create new business."
Hinterland
Furthermore, the agent *s passive role is justified by Burkart 
(155) with reference to his inability to change his hinterland. 
Market size is limited and an individual agent can only 
increase his own market share. The size of the overall cake 
will only increase if either new wealth enters the area or 
prices are reduced by the principals, Burkart argues. Being 
in the right hinterland and right shopping location is far 
more important than agents promoting their business.
Minimising Costs
Burkart concludes his argument in his third article (156) by
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stating that the travel agent is more a filling station than 
a counsellor. He continues his earlier discussion by saying 
that, at least in the short-run, the agent cannot substantially 
increase his income by promotion and therefore the major 
method of increasing his -profitability is by keeping costs 
to a minimum. The two major costs are seen as being associated 
with location and staff.
Thus the passive role of the agent is seen as being due both 
to the importance of his location and his hinterland, and 
the role of the principals in undertaking the activities 
associated with the marketing of travel services. '
Active role of travel agents
There are a number of factors which explain the potentially 
active role of the travel agent. Naturally, many of these 
are dramatically opposed to the reasons mentioned above. For 
example Baker (157) sets out to attack the notion of the 
passive travel agent in an article criticising Burkart*s 
articles. The reasons mentioned by Baker serve as a summary 
of the main counterarguments.
Active Functions
He lists four functions carried out by the retail agent: 
transfer of title to goods; provision of information; 
provision of ready availability; assumption of risk on the 
precise nature and extent of demand. In a competitive world, 
Baker believes, demand has to be influenced and cannot be 
taken for granted. Furthermore, he questions the idea of 
the "right hinterland” and whether it can be defined, and 
also suggests that some agents are better than others. The 
real challenge is to fully exploit the market potential (non­
consumers - currently 90% did not take a 1973 continental 
holiday - and repeat business). In Baker * s view it is the 
travel agent, with his direct contact with the market and local 
knowledge, who is in "the best position to influence the final 
choice of the consumer. Equally, it is the retail travel agent
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who is most likely to perceive new market opportunities 
at the local level, and convert these into profitable 
business11.
Thus the active role of the agent is argued on the basis 
of his potential to influence demand, actual and potential, 
by virtue of his close proximity to the market.
Retail Promotion
Beaver, joins in the discussion in an article entitled 
* The Creative Agent Lives* (158), on the side of Baker.
He quotes John Griffiths, a market research consultant, who 
has found that a single agent can not only expand the cake, 
but his slice of it, by continuous promotion (see Part VI 
4.2.4. )• Furthermore, this regular Travelnews columnist, 
contends "for nearly years I have advocated promotion 
philosophies for the travel retailer. Those who have 
followed my advice have found that most of their business 
is new and not taken from other agents". This quote aptly 
summarises the desired role of Beaver*s articles, which 
are referred to later in Part VI Chapter 4. He concludes 
by citing exceptions to Burkart *s view of the passive 
retailer - Grace, Lunn-Poly, NPickfords, Cooks, Naim, etc.
Creative Functions
The final contributor to this particular discussion, Lundberg 
(149) sees the agent as a professional. Entrepreneur, 
personal counsellor, psychologist, expert on art and science 
of travel, advisor are all terms used by Lundberg to 
describe the travel agent *s functions. This would seem to 
support the view of the creative agent - at least as he 
should be. This is particularly interesting in the light of 
the distinction drawn by the principals about agents* actual 
and desired role (PartVII Chapter 2).
The thesis will be exploring this discussion further and 
will attempt to determine on the basis of field research 
already carried out, whether the reality lies at one extreme 
or the other or somewhere in the middle.
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The Diminishing Role of the Agent
Whether active or passive, the travel agent’s role is 
coming under attack due, in part, to the dissatisfaction 
of both principals and customers# George Young in his book 
(159) gives six reasons for this phenomenon;
1, Advance booking becoming less necessary#
2. Tour operators seeing travel agents as unnecessary 
overhead#
3# Travel agent is losing the confidence and custom of the 
public.
4. Public less dependent on advice and reassurance of the 
travel agent.
5. Other outlets started selling package tours#
6# Changing structure of industry squeezing out the 
travel agent.
Young’s six points have been mentioned because it is felt 
that they bring to light many factors leading to the alleged 
decline in the role of the travel agents# The research 
carried out and discussed in Part VII incorporates these 
ideas#
The Changing Role of the Agent
Arthur Sandies, writing in 1973 (109), suggests that there 
will be many changes in the highly fragmented, family run 
retail travel trade, which has hitherto been protected by 
A.B.T.A., which "has effectively blocked marketing techniques” 
(direct selling, price cutting, differential pricing etc.).
The threat of competition from other types of retailers is 
the main focus of the article, which suggests that there 
are too many agents anyway.
The Idealised Role of the Agent by a Principal
Two advertisements telling the public about the role and 
functions of the agent both appeared in 1975# The first 
A.B.T.A,/ British Airways had produced and the second Pan 
American had produced "in the interests of better travel"#
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The first concentrated mainly on reliability of the 
A.B.T.A. agent, and the second on their role in holiday 
planning. A poster of the same period by A.B.T.A./British 
Airways explains the five services of the A.B.T.A. travel 
agents to book your travel at no extra cost; to advise 
you about holidays and make your bookings at no extra cost; 
to advise on hotel reservations, hire of cars, etc. at no
• extra cost; to supply you with a selection of brochures, 
timetables, and any other relevant information you may 
require to make your trip a happy one - all at no extra 
cost MIEE,
Thus it can be seen that the role of the travel agent is 
a complex and controversial one. Part VII shows how 
perceptions of the role vary greatly from agents and 
their principals. The reasons put forward in this section 
reveal much about the underlying attitudes that the field 
research explored. Is the travel agent intrinsically in 
an active role? Is he being conditioned to believe that 
he is passive? Do principals want agents to be actively 
marketing their products? These issues and others will 
be pursued later in the thesis,
2.3 Nature of the Travel Agent
It is not only the role of the agents but their characteristics 
which influence their marketing behaviour.
Level of Competence
Walsh, chairman of the Institute of Travel Agents, in 1974 
is quoted in an article (l6l), lashing out at agents* 
incompetence. He echoes George Young*s earlier point that 
agents are losing the public’s confidence due to improperly 
trained and equipped offices. He concludes that the agent 
is operating in a service industry relying for its existence 
on the service it could give to the travelling public.
Apathy
Allan Beaver (162) hits out at the apathy prevalent in the
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travel industry, due to certain attitudes* One such 
attitude is "the locked drawer syndrome”, which may 
perhaps he loosely described as the nine-to-five mentality* 
This infers that the level of commitment to the business 
is limited, in the case of the travel agent.
Agency/Principal Relationship
The close commercial relationship with their principals is 
an important characteristic of the travel agent*s business.
As has been seen, the principal is concerned with a number 
of the marketing activities that affect the agent in addition 
to providing his remuneration. The successful satisfaction 
of the travel agent*s customers depend greatly on principals* 
efficiency and products.
1972 saw a low point in agent/tour operator relations and the 
issues arising at that time reveal a great deal about the 
nature of the agent *s business. The first article (163) 
mentions the threat of direct selling and the great 
dissatisfaction at the operators* poor servicing of the 
agent (short-notice holiday alterations, late delivery of 
tickets, poor accountancy). The article makes the good 
point that the ’’fundamental of trust” is necessary for 
good relations. Ansley, Managing Director of Shears Travel, 
in a letter to Travelnews in 1972 (164) indicates that ’’with 
direct selling it is not so much whether the tour operators 
will go in for this as whether the public will go in for 
direct buying". He adds that the public will not if the 
retailer gives the highest possible service. So Ansley 
has introduced the other important ingredient into the 
agent/op era tor relations - the public, which is an essential 
element of marketing.
Another aspect of this agency/operator relationship is 
the system-of "appointed agents". This was highlighted 
in 1972 with the Cosmos sacking controversy, when agents 
protested that they should have the right, not the operators,
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to decide what tours to sell. Following Cosmos* lopping 
of 1,400 unproductive agents, an article (165) analysed 
the 253 appeals received: 57 shifted blame to Cosmos
(bad brochure supplies, no calls by representatives, no 
space on holidays requested, no display material, difficulty 
in making reservations). 43 claimed they were not ‘Hmproduct- 
ive" (only narrowly missed target); 41 mentioned location 
(small, but developing town, too much competition, area 
economic problems, isolation). A 1975 article in Travelnews 
by Beaver (l66) showed that Cosmos had debts with retail 
agents in 1974 €12,404.76, which Beaver explains is a
low level for a company of Cosmos* size.
This section has stressed that the nature of travel agents 
is greatly bound up with their relationship with the 
principals for whom they act. This is one of the reasons 
for including principals in the follow-up study undertaken 
by the research (Part VII Chapter2),
2,4 Problems of the Travel Agent
Some of the many problems that exist have been included in 
this section because of their importance to the travel 
retailer.
One of the major problems, and the subject of an A.B.T.A. - 
commissioned report, (167), is the possible abolition of 
resale price maintenance and "Stabiliser11, This abolition 
would mean that travel agents would find themselves in a 
price competitive market, with holiday packages retailing 
at different prices at different agents. In addition, the 
disappearance of Stabiliser would entail a greater potential 
competition to agents in the form of new entrants to the 
sector. This eventually would be seen as a problem or 
threat by some agents and an opportunity by others (c.f, 
Levitt).
This discussion paper reviews the history of these two 
elements and aims to discover whether they are in the 
public interest (U.K. and E.E.C.) and the implications
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of abolishingIHcm on rhe travel trade, (product, brochures, ,
pricing, discounting, trade relations). The report *s 
conclusions state that eventually both will have to be 
eliminated.
This conclusion is confirmed by Higgins in the Travelnews 
of November 20, 1975 (168), who also predicted a cut price 
era in travel retailing together with franchising by 
prinoipals. Higgins also added an interesting insight 
into the effect of attitudes on agents* behaviour by referring 
to the effect of less passivity among agents on traditional 
attitudes. He said: "As energetic agents become more
aggressive in their sales attitudes, we are seeing a 
gradual breaking down of some of the old traditions which 
were oriented towards providing solely a booking service and 
tended to classify any positive sales effort as unfair 
competition."
Levels of commission payable to retailers are a problem when 
the latter do not feel that they are sufficient. The 1968 
EIU report recommended that commission should not be 
increased, and in mid-1975 the argument flared up again. 
Commission is the chief source of income for the travel agent 
and its level is one determinant of its profitability. Three 
letters to Travelnews sum up reasonably well the substance 
and the mood of the arguments, Gerry Fernback (169) 
refutes Tanner *s claim that higher commission levels would 
encourage more agents into the industry. Tanner had said 
that current levels were below a commercially acceptable 
return and would put off the creative, professional agent 
from investing time and money, Bruce Tanner, the centre 
of the storm, (170) says that other factors are just as 
vital to the agent as commission - principals* reliability, 
value for money, good complaint handling by principals.
Finally, Gordon Hepburn (171) points out that higher commission 
is necessary because overheads are rapidly outstripping 
earnings due to inflation.
It would seem that commission levels remain a controversial
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issue possibly depending on whose point of view is 
considered and on the level of efficiency of the agency.
The threats of price discounting, direct selling, abolition 
of RPM and Stabiliser together with the need to cope with 
modem developments e.g. computers have meant that the 
agents have had to consider voluntary groupings as a 
partial solution to their problems, An article in Travelnews 
(172) shows what has been achieved by "commercial 
togetherness as the key to survival". The Active Travel 
Group, with 11 south Yorkshire agents with 26 outlets, 
cooperates in the following ways; joint selling/advertising; 
negotiations with principals; financial support.
2.5 Comparison with other Industries
The travel agent has been compared to other industries, in 
terms of the role, nature and problems of the business.
Below are listed a number of industries that have been 
compared to the tourism and travel retailer and counteract 
the idea that the travel retailing sector is distinctive 
and unique.
The examples below come both from service industries and 
retailing.
The photographic goods industry: cited by Gerry Draper (173) 
when he suggested that if Stabiliser ended, mail order 
travel operations could succeed (the potential growth of 
mail order).
Doctors: mentioned by Knight, a marketing consultant (174)* 
in connection with the travel agent having only a few minutes 
to make a sales diagnosis in the case of the undecided 
client (the role of diagnosis).
Garages: referred to in an article in RAMS News which 
discussed the 1976 "Which" report on the subject of consumer 
satisfaction. The point was that consumers* attitudes to 
travel agents are no different to garages, say, where they 
expect good service and accept no excuses, (175) (the need 
to satisfy consumers).
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Retail Chemists: used by Allan Beaver as a good 
illustration of his point about raising educational 
standards and training professional travel people (176)# 
Many of the ohemists* products need little active 
selling, yet dealing with prescriptions needs considerable 
expertise* Similarly, an agent has theatre tioket sales 
on the one extreme and at the other, arranging a world 
trip (the agent1s product mix)*
Building Trade: was also referred to by Beaver (177) to 
show that the problem-solving approach leads to more sales* 
A travel agent should either solve, or help people solve 
their travel problems (the agent as problem solver)*
This chapter has indicated the special role, nature and 
problems of the travel agent, whilst at the same time 
ending with the qualification that other industries may 
exhibit certain features in common with travel retail 
marketing*
CHAPTER 5 : THE SMALL AND/OR INDEPENDENT TOURISM AND
TRAVEL RETAILER
As mentioned in the introduction, published material in 
this field is scarce* This chapter assembles several 
contributions on the subject of small independent travel 
agents, which help shed light on their characteristics, 
problems, attitudes and behaviour* Part VIII Chapter 2 
develops the idea of the balance between the advantages or 
strengths of the small independent and their disadvantages 
and weaknesses,
1 General
Advantages
An article by Beaver (178) mentions several advantages of 
the small/independent over the larger multiple: intimate
knowledge of local market conditions; flexibility; lower
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"head-office type" overheads; much deeper personal 
involvement than the branch manager.
Extent
Yet another article by Beaver in 1977 (179) shows the 
extent of the small business, at least as defined by turnover, 
based on A.B.T.A,!s financial returns 10.75 - 9.76 for 1754 
member companies. 1076 (61%) have a turnover of less than 
£300,000, and of these 804 (46%) have a turnover of less than 
£200,000, This indicates the significant percentage of small 
agents, and the field study of 32 agents examined a certain 
number of small agents (defined as up to £250,000 annual turnover).
Trading Patterns
A 1974 market research survey of travel agents (180), 
highlights some of the trading patterns of small/independent 
agents. Two specific trends are worth noting; the one relates 
to business mix and the other relates to marketing expenditures. 
Small/independents tend to handle lower value business usually 
of longer duration than the larger/chain agencies. This may 
be a reflection of the nature of the hinterland in which small/ 
independents are situated. Alternatively, the small independents 
may not actively be seeking business house business which 
would tend to be of higher value and shorter duration.
The level of promotion expenditure found in the survey was 
similar to levels recorded in the researcherfs own field 
research amongst agents (see Part VII Chapter l). The 1974 
survey found that 17% of independents and 14% of small agents 
spent nothing on promotion (this compares with 7% of large 
chains and 12% of large agents).
Labour Intensive
Beaver (l8l) criticises Roger Coxfs review of travel agents 
(182), by saying that although Cox is right about the travel 
agency business being labour-intensive, he is wrong about the 
high percentage devoted to labour costs. Beaver simply points 
out that small retail shop owners pay themselves most of the 
business profits in the form of salary.
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The Use of Space
Beaver further attacks Cox's assertion that travel agencies 
can be smaller than in other industries as they do not need 
space for stocking or much room for brochure display. Beaver 
points out the need for an administrative area as well as 
storage space for bulk supplies of brochures, and the need 
to physically house the sales staff.
Problems
Arthur Sandies analyses the problems of the small agent in 
an article (183) where he lists a number of reasons for their 
worries. The travel cake is not growing fast enough to 
compensate for cost increases. In addition, he says there 
needs to be a reduction in the number of agents, an increase 
in their services, more professionalism, an end to the war 
between agents and principals.
Role of the Small/independent
Finally, Ernest Smith in a letter to Travelnews (184)» 
focusses on the role of the small agent (defined here as up 
to 5 offices, share capital under £10,000, probably owner 
managed). The choice offered is between applying supermarket 
techniques to the running of a holiday shop, which would retail 
a reduced product range sold by low calibre staff giving fast 
service. Alternatively the travel retailer could develop his 
role as a travel agency giving a comprehensive travel service. 
This relates to the earlier discussion on the active versus 
passive controversy regarding travel agents' role. The 
Questionnaire used in the field research discussed in Part VII 
contains references to the topic.
3.2 Specific Aspects
Below are three topics that have been identified from the 
small amount published in the field. These three subjects 
refer to specific aspects of the running of the small independent 
travel agency, the first two relating to internal factors and 
the third relating to external factors.
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Personnel: The first aspect is personnel management, which 
one article (185) states quite clearly has basic principles 
that apply equally well to whether a firm employs two or 2,000 
people (IBM personnel officer). This confirms earlier 
discussion which reached the same conclusion relating to 
marketing principles,
In’ an article on training, Beaver (186) explains that for 
the smaller agency one of the training problems is the range 
of knowledge needed by the travel clerk. He makes the sound 
point that there is a need for agents to be persuaded to 
become sales-oriented in their philosophy, rather than just 
order takers, and when this happens then agents will be 
convinced of the advantages of sales training. This illustrates 
how both the philosophy of marketing orientation and the 
active approach to marketing permeate all aspects of the business.
Furthermore, Beaver explains in a letter (187) that the problem 
for small agencies is the almost intolerable burden of 
releasing staff, when there may only be two members of staff 
in the agency. Thus the key role of staff in an agency is 
highlighted by the small size which reduces flexibility to 
release employees as each team member appears indispensable.
Financial Planning: On the subject of financial planning,
Dennis Walsh ITA Chairman (188) attacks as "sheer madness" the 
fact that many smaller agencies do not bother with budgetary 
control.
The researcher*s own field work pointed out how few agents 
carried out budgetary control, and that even those agents 
that ran sophisticated marketing information systems did not 
always use the data effectively (see Part VII Chapter 5*2),
Voluntary Chains: Finally Maidment listed some advantages
of a "Spaivtype" voluntary chain of independent travel 
agencies (189), that could compensate for some of their 
problems. For an investment of £500, the individual agent 
could benefit from: centralised accountancy with possible
computer time; cooperative advertising on local TV; highly
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favourable interest rates from banks; better negotiating 
position with principals; I.A.T.A. business channelled 
through one central office. For this reason, a question 
was included in the 32 agent survey to discover what agents 
felt about voluntary groups.
Although very little is published on specific aspects 
relating to small/independent travel agents, the conclusion 
seems to be that marketing’s applicability to this sector 
is feasible.
CHAPTER 4 ; MARKETING AND THE TOURISM AND TRAVEL RETAILER
The chapter is sub-divided into two sections, both dealing 
with what has been published about marketing’s application 
to the travel agent. The first section deals with what 
travel writers, practitioners, academics, consultants say 
about how marketing could and should be applied to travel 
retailers. The second section examines examples of how 
marketing jls applied in practice. This distinction between 
saying and doing, talk and action, theory and practice 
has been made to facilitate the analysis rather than 
reflect the philosophy of the thesis, which is on the 
contrary, in favour of integrating the theory and practice 
of marketing where possible.
In addition, this chapter develops the principles identified 
in Part IV about marketing, as well as incorporating the 
general data on small business (Part V) and travel agents 
(Part VI Chapters 1, 2 & 3)*
4.1 How Marketing Could and Should be Applied
4.1.1 General
The differences that exist between marketing’s potential 
applications and actual applications in practice are 
exemplified in succeeding issues of Travel Media and Marketing 
which has been produced annually sinoe 1976 by the Travel 
Agency magazine. The last article of the 1976 edition (190 ) 
is by Don McCulloch, Chairman of the Travel Industry Marketing
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Group (TIMG), which is a branch of the Institute of 
Marketing, set up in 19*>9 ^0 develop a collective travel 
industry approach to marketing problems. McCulloch, who 
himself works for Pan American, makes two general marketing 
points: (l) the travel industry being service-oriented
has to be responsive to customer needs and continuously 
identify trends and developments; (2) marketing embraces 
the customer-oriented philosophy of business and the range 
of skills needed for profitable and efficient customer 
satisfaction. In support of the second point, he cites a 
definition closely resembling that of the Institute of 
Marketing: "Marketing is the management process response
for identifying, anticipating and satisfying the customer 
requirements profitably".
This summarises the marketing approach that is applicable 
to the travel industry, by incorporating the ideas of 
customer orientation, systematic approach and profit 
direction, (Part IV Chapter l).
This quotation is picked up by Hepburn, Marketing Director 
of Naim Travel, in the following 1977 issue (l9l). He 
feels that this quote highlights the "basic fundamental 
weakness in retail marketing .... a very apt definition but 
a set of criteria beyond the reach of the retail travel agent".
This comment of Hepburn *s reveals information on some of the 
attitudes which are prevalent amongst travel agents and help 
explain the level of marketing orientation in the sector.
Part VIII Chapter 2 formulates hypotheses based not only on 
the field research but also on published material such as 
this one.
Why does marketing entail activities that are beyond the 
reach of the agent? The answer emerges from Hepburn1 s own 
analysis of McCulloch*s definition.
(l) "identifying customer requirements" (retailer rarely 
consulted by principal in programme planning, therefore 
customer needs are already identified and agent can only 
act as guide);
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(2) "anticipating customer requirements" (impossible if 
agent not taken into principals* confidence prior to 
changes or specific campaigns);
(3) "satisfying the oustomer requirements" (the agent 
does do this despite the "intolerable jungle" of fares 
and so on).
The overall thrust of his argument is perhaps a veiled 
attack on the agents* principals who he suggests do not 
involve the agents in the formulation and modification of 
marketing plans. The reason offered by Hepburn is back 
to a question of trust by principals. Whether principals 
do trust agents and their reasons are researched and 
discussed in the follow up study in Part VII Chapter 2.
Despite the alleged unhelpful attitude of principals,
Hepburn suggests that the travel agent manages to satisfy 
customer needs, thereby asserting his role in the industry, 
with or without marketing. This implied lack of need of 
marketing in practice is investigated in Part VII and VIII 
which includes a study of agency and principal attitudes 
and opinions.
Business Philosophy
Beaver has written two articles showing how the marketing 
approach may be applied to the travel agent. The first (192) 
explains how an agent can be his own business consultant by 
analysing all aspects of his operation e.g. office efficiency; 
employees; general marketing. Under general marketing,
Beaver includes having all the licenses, creating own tours, 
analyse turnover by type of business, identify profitability 
compared to budget and national average, stock control of 
brochures. This highlights the impact of marketing at the 
level of the company which necessitates an overall review.
The second (193) suggests that the philosophy inherent in 
the Institute of Marketing's definition applies equally 
well to travel retailing management as to business in general.
138
This agrees with McCulloch’s view and the researcher’s 
own conclusions.
Travel Marketing
Abbott and Hook (194) state in an article that marketing 
travel, like any other commodity or service, has only two 
stages: discovering what the customer wants; making it
easy for the customer to buy from the agent. The additional 
point is made that with most small retailers, stage 2 takes 
all the time. This means that the agent is preoccupied with 
short-term considerations e.g. staffing and managing the 
office. Planning, marketing research and market analysis 
activities are not perceived as a necessary perequisite.
This indicates a need for education which is also stressed in 
the following article.
Draper (195), in the first of a series on "Marketing and the 
British Travel Business", points out that very few companies 
are reorientating to marketing or customer orientation. Their 
orientation comes from a natural business sense rather than from 
a planned approach.
Travel marketing is applicable to both small and large companies. 
This point is emphasised by Knowles (196) in Travel Trade 
Gazette. He states that small budgets should provide no 
impediment to the application of marketing principles - 
market research; planning/budgetting; sales; publicity.
Retail Travel Marketing
BOAC& Marketing Manager in 1968 (197), asks whether retail 
marketing will outlive the retail travel agent. He says the 
retail agent who will be successful (in 1978) will be aware 
of his five basic tasks (bring customer into contact with 
the product, adapt product to his needs, persuade customer 
to buy, deliver the goods, receive payment). In addition he 
will be highly skilled, will innovate, will be acutely aware 
of his customers, will engage in cooperative advertising with 
principals and will have a pleasant office.
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This statement summarising the marketing funotions of the 
retail agent stressesthe necessity for these functions to 
be performed by someone* The message is that the travel 
agent, if he does not actively creatively market his 
services will be replaced as the supplier of those retail 
marketing functions*
Travel Agency Marketing
A book produced by Pan American and aimed at agents Up with 
Profits (198) contains a chapter on "Travel Agency Marketing", 
elements of which are discussed in section 6*4*1# 5* Marketing 
is defined as being a philosophy and a collection of activities* 
Mathews, the chapter1 s author, also explains that the small 
businessman is capable of practising marketing through the 
use of every day judgement and need not feel afraid of the 
complications surrounding marketing* He says marketing 
comprises three basic elements: research; product design;
merchandising*
This is another example of the point of view that emphasises 
the equal applicability of marketing to small and large travel 
agents* However, the idea of fear, which is discussed in 
Part VIII Chapter 2, is mentioned as a factor to be overcome 
by the small agent in particular*
Travel Retail Marketing : the Branch
Allan Beaver’s book Retail Travel Practice (199)* much of it 
based on his Travelnews articles, contains many practical 
details of how marketing should be applied to the agent. There 
are informative chapters on opening an agency (including pros 
and cons of counter versus desk layout), staffing and managing 
the agency, promoting travel, sales and service. Chapter 7 
reviews the agency’s marketing effort and resembles Mathew’s 
work discussed earlier* Appendix 10 contains a very detailed 
job description of a branch manager prepared by the ATTITB 
which lists all his marketing activities: new business
development; customer service; repeat business retention;
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office management; staff relations; other duties 
(counter duty, management information, pricing, record 
maintenance). This job description illustrates both the 
scope of marketing at the retail travel agent level and 
shows the potential importance of the branch manager.
Thus the applicability of marketing to the individual 
travel agent has been reviewed by beginning with travel 
marketing, narrowing the field to retail travel marketing 
and finally concentrating on travel agency marketing.
The Marketing Process
Having discussed the applicability of the business philosophy, 
to agents earlier, the applicability of the process is now 
examined. All travel agents irrespective of size may 
apply marketing to their activities. This is reiterated 
by the next contribution.
The Retail Agents Marketing Service (RAMS), masterminded by 
British Airways and made available for a nominal charge to 
agents, includes the quarterly RAMS Hews, general notes on 
marketing, advertising blanks. In their introduction on 
'Marketing and the travel agent", it is explained that 
large companies* marketing techniques may be useful to 
the agencyf of whatever size, simply because of the common 
denominator of the customer. Pour stages are mentioned as 
being necessary before "positive selling action" is 
possible: Market assessment; product assessment; objective
setting; deciding on the Tools for the Job. Further 
reference will be made to RAMS notes and Special Papers 
in the following sections.
The RAMS publications show not only the extent of marketing 
applicability to the retail travel agent but also indicate 
the way in which the marketing terminology can be modified 
to ensure good communication between educators and agents,
A good example is the phrase used above "Tools for the Job" 
which denotes the specific marketing activities that may 
be applied to specific tasks.
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In addition to the ‘correct choice * of “Tools for the Job " 
the following contributor emphasises the role of analysis, 
both of resources and results in the marketing process.
Peters in his book International Tourism (200) takes a 
general view of marketing and the travel trade and outlines 
five stages of the marketing process: policy formulation
and objectives} marketing research; the marketing mix; 
resource analysis; results analysis.
Characteristics of Travel Agency Marketing
Finally, some of the distinctive features of marketing at 
the level of the travel agents are worth considering in order 
to identify any specific constraints. Krippendorf provides 
some information on this topic in his book Marketing im 
Fremdenverkehr (20l). He mentions some interesting 
features about tourism marketing as a form of services 
marketing which complements what has been previously discussed 
in Part IV Section 4*2 In particular he points out that 
the customer cannot have a trial run of the product but 
has to rely on brochures and advice and the tangible result 
of a tourism service is often reduced to the bill and some 
souvenirs. This aspect of marketing and the product - will 
be analysed in VI 4*1*3 in "the travel product", which shows 
the complexity and role in marketing, -
The elements of the agent !s external environment which are 
uncontrollable, form an important aspect of his marketing.
This was discussed earlier in Part VI as well as Part IV 
Chapter 1, Peters mentions other general marketing aspects 
which characterise travel marketing for the agent: high
elasticity of demand (except for health or pilgrimage 
reasons); influence of macro-economic factors (politics, 
weather, etc.); seasonality; rigid supply (due to high 
capital involvement); competition from other forms of 
expenditure,
4*1*2 Marketing Information Systems
Whereas the previous section showed that marketing may be
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applied in general to travel retailers, whatever their size, 
this section examines marketing research aspects as well as 
analysis of competition, customer complaints and profit 
planning. In other words, what the agent can do to establish 
a full and free flow of communication about the marketing 
process, as discussed in Part IV,
The Scope of Market Research
The travel agent can and should apply market research. Some 
of the main reasons for undertaking research are spelled 
out in the RAMS notes on "Market Research for the Travel Agent", 
which simply defines this as helping to know the customers 
and their needs, which is becoming increasingly difficult in a 
complex and competitive environment. Market research can 
help minimise losses and identify new business and should be 
used either to solve a problem or take a decision. The RAMS 
Notes further explain that market research does not prevent 
mistakes, it aids decision making. They put a very astute 
question to the sceptical travel agent. Flair, judgement, 
business acumen are also needed and as this is the agent*s 
main asset - why should it be wasted judging the wrong facts? 
This type of reasoning has a role to play in overcoming the 
type of barriers mentioned in Part VIII which explains the 
level of marketing orientation amongst agents,
RAMS tells the agent, in simple matteiv-of-fact style, about 
the three main methods: sales analysis (avoiding use of
"gut-feel" which leaves too great a margin of error); postal 
surveys; interviews (possible use of counter staff to ask 
clients a simple question and record on a form - quick and easy 
alternative to fieldwork). Market research should be used for 
the measurement of promotional effectiveness (coupon response, 
counter staff to ask clients how they heard of agency or 
why they use it) and the evaluation of new markets.
Many of these points were used by the researcher both in the 
proposals made in the course of the indepth case studies 
(Part VII Chapter 3) and in the managerial implications (Part 
VIII Chapter 3).
Cook in an article (202) mentions the fear of the unknown as
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being a factor behind the low adoption of market research.
This point will reappear in Part VIII,
Competition Analysis
Allan Beaver reminds his readers (205) that it is worth 
checking competitors* displays as well as whether they 
are handling other travel services such as travellers* 
cheques and foreign currency and travel insurance. He 
concludes that if the agency wants a large share of the 
market he has to differentiate himself from his competitors 
(unique selling proposition).
In another article Green (204) mentions a reference to the 
idea that retailers do not understand the meaning of 
competition. It is for the money in their pockets - a 
wide perception of the term. This was researched in the 
field research, where a narrow view was found to be held by 
many travel agents.
Complaints Analysis
On the subject of complaints, Beaver advises (205) -ho note,
complaints in a special book in order to rate tour operators, 
keep records in advance of claims being made, or simply to 
record the responsiveness of principals to late bookings, 
confirmations, bonus commissions and so on.
Besides providing useful marketing information, this latter 
suggestion together with Beaver*s proposal of monitoring , •
competitors* activities is- not resource-demanding beyond 
the time needed to systematically collect this data. Again, 
this was researched in the field research where it was found 
that it was rarely carried out.
Financial Planning
Another aspect of this systems approach based on marketing 
information, is financial planning. Chapter five of the 
Pan American book (206), outlines how the agent can employ 
profit planning through correct accounting practices. As was
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mentioned in Part IV, profit is an important element of 
marketing, and together with a systematic approach forms 
§ of a consensus view of marketing. The chapter, written 
by Cook, focusses on management accountancy, with its 
constituents of cost analysis, profit and loss accounts, 
sales per employee. In addition, budgetting is referred to 
not only as an important financial tool but also a valuable 
marketing technique, because of its emphasis on marketing 
and sales planning. Cash flow, defined in agents1 terms as 
the daily knowledge of the agent*s cash position in relation 
to future budget ted expenditures, is also included as a 
valuable tool for financial management - as is long range 
planning.
Thus it can be seen that financial control with the appropriate 
data collection systems can provide the essential continuous 
information on the agent*s profitability and performance 
against budget,
Beaver suggests that certain figures should be studied by the 
agent as indicative of his performance. In the article (207) 
he emphasises the need to trace the commission reoeived as 
well as the number of transactions related to the turnover.
In another article (208) Beaver stresses the need for all 
travel agents, irrespective of size, to use budgetary control 
as a means for controlling the business.
The marketing information system is applicable to the retail 
travel agent and relies on a conscious, systematic and 
continuous collection and analysis of all marketing informat­
ion, This approach underpins all marketing planning and 
decision making as well as control of performance. This is 
the reason for the previously stated conclusion (Part IV 
Chapter l) that the existence of marketing research activity 
is a good indicator of the marketing orientation of the agent,
4.1*3 Product Policy
It is not only marketing information systems that are
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applicable to the travel agent* It is also possible to 
apply product policy. The three main themes pursued here 
will be; the tourism/travel product; the concept of 
vocation; opportunities for the creative travel agent.
The Tourism/Travel Product
The tourism/travel product that is marketed by the travel 
agent is a complex combination of elements. As LeJeune 
explains (153)* it is 'the totality of physical aspects (rooms, 
restaurants, transport) and services and intangibles (advice, 
organisation, information). Medlik and Middleton in a 
ohapter called "The Tourist Product and its Marketing 
Implications” (209), neatly sum up the tourist product as 
being the amalgam of tangible and intangible elements centred 
on a specific activity and destination. They stress a point 
that Levitt makes (and the researcher), namely the tourist 
product must be seen from the consumer point of view, his 
actual and perceived attractions and experiences. In other 
words, what matters is what the consumer is buying - not what 
the agent is selling. This latter point is very much related 
to the marketing concept of 'vocation1, discussed shortly 
below.
Firstly however, the most detailed view of the travel product 
comes from Mathews' chapter mentioned earlier (198), He 
lists 18 elements including; transport; sightseeing; car 
hire; advice, information and consultation; transfers; 
insurance; foreign currency facilities; passport;, visa 
help.
This view is a little product centred, which makes Matthews' 
second approach more interesting from the market viewpoint.
He also examines the meaning of "travel product" from a 
chronological view; planning; anticipation; getting there; 
doing it; getting back; remembrance. The very simple words 
should not obscure some ideas which are full of implications 
for the travel agent and the thesis. Some of the illustrative 
material discussed in Part VII Chapter 1 makes use of this 
approach.
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Matthews himself points out that agents often concentrate 
on the middle three stages to the detriment of the others.
In other words, the travel agent should equally emphasise 
the psychological product benefits of planning the holiday, 
anticipating the departure and the memories of the experience. 
These intangible aspects of the product need to be formulated 
in the context of the agent *s product policy.
Matthews returns to the physical aspects of the travel 
product, by analysing those aspects which are tangible^ J- 
destination, time factor, accommodation/transportation, 
services, price. Each combination of the above, he says, 
constitutes a different product and therefore product 
knowledge becomes very important.
Vocation
Vocation ("what business am I in?") involves analysing the 
business, and its products/services, from the consumerfs 
point of view. An example of this approach already mentioned 
in Part V is the machine tool manufacturer who is not 
selling drills, he is selling holes. The first edition of 
Travelnews carried an article (201) following the Walsh 
Report on A.B.T.A,, concerning "mixed business" for travel 
agents. The point was made that the travel agent is competing 
with televisions and cars for the disposable income,
(perhaps in the leisure field). Besides broadening the 
concept of competition by seeing travel as responding to 
a type of need by consumers (see Lundberg (211)), Hepburn 
(191) says that holidays are not a luxury. Holidays, he 
says, are a necessity, if missed the experience has gone 
for ever and they compete with house repairs, televisions, 
cars and freezers.
This self analysis of the travel agent*s role obliges a 
definition in terms of his customers, and his needs. This 
in turn affects his perceptions of competition.
The Creative (Active) Travel Agent
The potential scope of the travel product is exemplified 
by the sample list below. This has interesting implications
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on the active/passive debate on the retailer's role, since 
often the actual products/services offered fall short of 
the potential range that could be marketed on behalf of 
principals by agents (see also Parts VII and VIII):—
- agents as tour operators (two articles by Beaver - the 
first (212) on the difficulty of defining tour operating,
. the second (213) on how the agent can make up his own 
inclusive-tour programme)
- visiting friends and relatives (VPR) - two articles in 
RAMS News (214) (215)
- business travel - (RAMS News Special Paper 8)
-  conferenoe business - (Travelnews special issue May
1974)
- credit facilities - (RAMS News Winter 1975 - true cost 
of the never-never holiday)
- selling books, records and maps - Beaver in Travelnews 
October 12, 1972
- EEC opportunities (principally business) - RAMS News 
Autumn 1975
The biographical data of the 52 agents surveyed by the 
researcher (Part VII Chapter l) includes reference to the 
agent's product mix, in terms of business house and tour 
operating (own manufacture).
Thus it can be seen that product policy whether in terms of 
the definition of the "product" (or service), or business 
vocation, or product range, may be applied to the travel 
agent. It is worth noting that the nature of an agent's 
competition is linked to product policy as is developed in 
Parts VII and VIII.
4.1.4 Sales Policy
This section deals with the sales policy of the agent as 
expressed through staff training, principles of personnel 
management and sales methods. The following references 
have been extracted from the large volume of published material 
on this topic. The reason why sales policy has possibly 
attracted considerable attention and interest, is perhaps
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due to the importance of staff in a service and retail 
industry (see Part VII Chapter l), such as travel retailing.
The staff perform an important selling role as well as 
contributing potentially to the marketing research and 
promotion activities of the.agent.
Staff Training
- Role of Qualifications
The theory versus praotice debate resurfaces in connection 
with the next few contributions on training, Beaver suggests 
(216) that the reasons why qualifications are not valued by 
the trade sufficiently, centre around the fact that travel 
managers themselves are not qualified. The inference is 
that the practical bias for the manager forms a barrier to 
the adoption of staff training involving obtaining 
qualifications based on study. The pre-testing stage of 
the researcher's field work discovered a lack of awareness 
of marketing terminology among certain agents.
In a follow-up letter, Colin Palmer, Personnel Controller 
of Lunn-Poly in 1975, (217) suggests that detailed job 
descriptions help situate the value and role of formal 
qualifications.
- Attitudes to Training ■
In a 1973 interview in Travelnews (218) Lynch, director of 
the ATTITB, suggests that in a service industry, such as 
travel, people are crucially important to company survival. 
Furthermore he says "... travel is a 20th-century industry, 
it is bedevilled by 19th-century managers1 attitudes to 
people”. Lynch1s successor Calder said in an article two 
years later (219), that there is a tendency to give training 
a low priority and then concentrate on the short-term problems 
(cost, staff release) rather than the long-term benefits.
He concludes by stating that on-the-job and off-the-job 
training are complementary, the former applying the educational 
skills and principles of the latter, into practice.
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These observations were confirmed by the field researoh 
(Part VII) which included reference to the low priority 
given to training, as well as the preoccupation with 
certain short term problems to the neglect of long term 
planning*
This need for a cohesive policy of on and off the job 
training is reinforced with the final words from
a letter to Travelnews by Simmonds, a Cardiff lecturer 
in travel and tourism (220), He counters the argument 
that devalues education and training by the following 
metaphor: "He may as well say that the only way to
teach a person to swim is to throw him in at the deep end. 
Well, he may certainly keep afloat long enough to be 
rescued, but it will probably put him off the water for 
life," He continues that the retail agent is the only 
section of the travel trade that does not place great 
emphasis on training, due, he hopes, to lack of money 
rather than apathy.
This lack of training activity by agents forms part of 
the discussion in Part VIII based on literature received 
and field research undertaken.
Personnel Management
Many general personnel management principles lie behind 
two RAMS special papers on staff training in a travel agency 
no, 3 no, 7 Both these papers are comprehensive in 
their approach focussing on effective supervision, job 
satisfaction and motivation, sales training (are you 
buying or am I selling?), staff selection, greeting the 
customer, trapping the sale, keeping the customer sold on . 
you. These topics form valuable advice on how the agent 
might adopt a marketing-oriented sales approach, through 
the management of his personnel with emphasis on training.
Rewarding Staff
Three articles by Beaver discuss the ways in which the agent 
can reward his staff and thereby encourage effective 
contributions to the agency fs performance.
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The first (221) pointed out the value of giving financial 
rewards to agency staff; the second (222) pointed out the 
need for setting standards on the quantity and quality of the 
work performed by staff; the third (223) indicated the value 
of rewarding staff knowledge by job titles, with their 
corresponding status.
The Role of Educationals
The trips offered to agency staff by principals are one 
method of increasing product awareness and expertise. However, 
in addition, the agent can use these educationals as a 
source of marketing activities.
A further article by Beaver (224) highlighted the importance 
of capitalising on educationals, which could have a 
promotional spin-off. In other words, the staff member 
would be publicised locally as prepared to talk, discuss 
and advise prospective travellers interested in the destinat­
ion visited.
The last point is emphasised by Bailey, director of Ian 
Allen Travel, who says in a letter (225) that educationals 
for staff should be regarded as obligatory rather than just 
"jollies".
This application of educationals to the agent's marketing 
activities illustrates the extent of marketing's applicability 
to his business as well as again showing the importance of 
an enlightened management, prepared to fully exploit all 
opportunities.
Sales Methods
A further four articles by Beaver (selected from many) suggest 
advice on sales methods for agents. Using various examples, 
Beaver shows the value of the sales line chosen by the staff 
(226). In another article (227) he explains that travel 
bookings are often made in two parts - the initial enquiry 
into the possibilities, and the return visit to book. He 
repeats a point made earlier in this chapter concerning
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competition, that agents compete in the market-place "for 
their share of the consumer's discretionary expenditure.
One needs to implant in the customerfs mind a desire for a 
holiday instead of a new refrigerator11. In the next article 
(228) he outlines three main types of telephone sales 
methods: cold canvass (attracting completely new business);
follow-up (customers or potential clients); converting 
(enquiries, options into firm bookings).
Little evidenoe was collected by the researcher concerning 
the active efforts made by agents to sell their services, 
whether by telephone or by creative selling with customers 
entering the outlet, For example, little recording of 
enquiries was found to be undertaken by agents.
Finally, Beaver introduces an ethical note (229),by asking 
where one drawsthe sales line, in attempting to secure the 
booking.
The sales policy of the travel agent, then, should embrace 
both general principles of personnel management and specific 
details of selling methods. The conclusion is that the 
potential application of these principles does not vary 
significantly between travel and other retailers,
4*1*5 ■ Promotion Policy
The applicability of general aspects of promotion to travel 
agents are examined below as well as specific areas such as 
point-of-sale, direct mail, local advertising, public relations 
and advertising effectiveness.
General
Promotion is widely applicable to many aspects of the agent *s 
business and .this point is stressed below.
The Scope
A Travelnews article following the 1973 A,B.T,A, Convention 
(126) stated: "Everything a travel agent does, be it a
window display, poster, staff uniform, advertising or circular,
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will act as a clue to the public to how his business is 
run. " Bullmore, of J. Walter Thompson, was reported 
as going on to say that people, often ignorant about 
the business or its products, will form opinions based 
on these "clues11. Therefore agents should consider the 
impact on their reputation of all their promotion 
activities.
The Promotion Plan
The HAMS Special Paper no, 13 provides a general review.
The introduction diplomatically (a style found in most 
of these Papers) points out that daily pressures of running 
an agency might not "allow much time for conceptual 
thought". However, the promotion plan, selecting the best 
promotion permutations available, is fundamental to 
effective business development. The Paper is then split 
into five sections: role in the marketing context; assess
current position (agency image, business vocation); develop 
future strategy (coherent message based on product plusses); 
find the customer (target groups); the promotional mix.
These aspects were included for investigation in the field 
research.
Point of Sale *
The point-of-sale has attracted a lot of attention whether 
it be advice on agency shop front design - especially window 
display - or interior design and merchandising. The point 
of sale represents an important element of the retail 
marketing applicable to the travel agent.
Shop Front Design
The RAMS Special Paper no. 2 represents a detailed breakdown 
of shopfront design, which is seen by customers as part of 
the agent* s marketing attitude, adding value to the agent * s 
services. The shopfront is an invitation to enter not a 
barrier, and should start the sales process in the street 
by encouraging self-selection of brochures inside the shop.
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Hie complexity of the subject is typified by the factors 
making up the shopfront design: corporate identification
(simple and consistent); the fascia (panel containing the 
trading name); projecting sign; fascia character; fascia 
lettering; window display design (coordination, variety and 
interest); moving displays; signing; type of window, 
door*
"Window - the silent sales aid", is the title of RAMS Special 
Paper no. 12, which aims to "reduce some of the fear and 
nervousness caused by lack of knowledge". Hie Paper 
discusses the importance of planning displays and promotions 
for "the silent salesman, but can go on working 24 hours a 
day", as well as mentioning the physical features of the 
window (lighting and walls), materials and equipment needed 
to help create the final display.
Thus it can be seen that there may be extensive applications 
of marketing to this aspect of agency. The high street locat­
ion of many agents raises the potential promotion aid of the 
window and complete shopfront design.
The complexity of the window display necessitates continuous 
monitoring in order to facilitate the planning of changes 
which ensure maximum effect. Beaver adds in his book (2^0) 
that records should be kept of changes in window displays.
RMS Special Paper no. 4 ends with the words "innovation and 
effort will make your shopfront work - from the general 
impression down to such details as the right size of letterbox". 
This reaffirms the intricacy of just one of the elements of the 
agent1 s promotion mix.
Interior Agency Design
It is not only the exterior of the point of sale that is 
complex, it is also the interior of the travel agency to 
which marketing is fully applicable. Attention to detail is 
continued in Paper no. 4 which looks at interior agency 
design consisting of: environment (heat, lighting, sound
aimed at achieving the correct ambience of travel excitement
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with a feeling of security); layout (counter versus desk 
relating to ergonomics of the business); colour; ceilings; 
floors; furniture; seating; corporate identification 
(ticket wallets and so on that give identity); dress (uniform, 
name badges on staff or desks); information signs (can 
encourage customers to do things - please help yourself to 
the brochures -, introduce staff, separate and describe 
business) electrics; movement displays.
The above list illustrates the scope of marketing as applied 
to one element of point of sale - the design of the interior. 
This was investigated in the field research in Part VII,
Beaver points out (231) that agents should allocate display 
and shelf space on the basis of profit and market share 
linked with the product. This information is normally not 
collected by the agent in practice.
Local Advertising
1, Press
On the use of local advertising, an article on the use 
of local newspapers (232) lists certain advantages: 
coverage; classlessness; selectivity; instant response; 
flexibility; presentation; economy.
2, Radio
RAMS Special Paper no, 9 lists the advantages of local 
radio for travel agents: reaches all sections of the
public; reaches people in cars; fast and flexible; 
radio messages not lost in clutter; sales imagination; 
economical; personal medium,
3, Cinema
RAMS Special Paper no, 11 mentions that for the local 
travel agent cinema is an "ideal medium to use to increase 
the awareness of your shop and to generate increased 
numbers of people coming to you to find out more 
information on holidays and travel". Cinemas, or their 
foyers, can also be used to promote travel,
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Direct Mail
In terms of potential application to the travel agent, 
the contribution, in terms of advantages, and the 
application, in terms of hoyr to produce a mailing 
are outlined below.
On the subject of direct mail, the RMS Special Paper 
no. 6 gives a good introduction to the topic. The main 
advantages are listed as follows: secrecy; flexibility;
personal; complete control by agent; very fast to set up; 
size of agent is immaterial; response can be measured 
precisely. The four stages needed to produce a mailing 
are given as: mailing list; the offer; the presentation/
printing; inserting/mailing. The RMS notes add that a 
local map may help the agent to draw a ‘’net" around his 
agency and writing to those in the target group living in 
certain streets.
Gordon Wharton adds, in a Travel Agency article (233)* that 
direct mail keeps regular customers interested and involved 
and may even create a •club1 feeling. In addition, direct 
mail is likely to lead to an increase in word of mouth 
recommendation.
The field research examined the extent to which this 
promotion method was used by agents.
Public Relations
The justification for public relations being applicable to 
the travel agent is well outlined by the RMS, Special 
Paper no. 5* which explains that every agent has a public 
relations ’’situation11 since it deals daily with various 
publics (customers, staff, competition, suppliers, local 
government and so on). After self-examination, the agent 
should see how he can move from his present PR situation to 
the desired situation. Several methods are given; media 
relations; making news; windows; sponsorship; becoming 
the local expert; service to the community. In the
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conclusion the sound, point is made that survival depends on 
whether customers prefer one particular agency and therefore 
the agent's reputation is important.
The travel agent, by virtue of his location in a community, 
can and should influenoe the various 'publics' with which 
he deals.
Promotion Effectiveness
Finally, advice is given on the difficult, yet important, 
area of effectiveness of promotion. The RMS notes stress 
the importance of keeping accurate records which will help 
future promotion planning by assessing past performance.
The regular weekly or monthly records should contain data 
on: date, type and cost of promotion; number of mailings,
their cost and response and conversions. Records should 
also be kept on all new contacts. The notes end on the 
cautious note that results should take account of the cumulative 
effect on awareness as well as the immediate response of 
a specific campaign.
This aspect of marketing research, typifies how the marketing 
information system may and should be applied by the travel 
agent.
The final word rests with Beaver (234) who indicates the 
value of carrying out research into the value of advertising. 
He mentions noting the number of sales or replies to a local 
press advertisement or obtaining "recall'1 research data by 
asking 50 successive customers whether they remember the 
advertisement (prompted or unprompted). This emphasises an 
important aspect to this analysis of marketing's applicability 
to the travel agent: the feasibility in practice in terms of
time, cost and effort.
The volume of data in this chapter shows what the agent could 
and should be doing to apply marketing. This is valuable in 
assessing the potential application of marketing to the travel 
agent. This will be used in Part VII and VTII to examine the
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reasons behind the current level of marketing applications 
amongst travel agents. To arrive at this analysis it is 
necessary to identify
1. The marketing applicability to travel agents 
(what agents could and should apply)
2. The actual level of marketing applications 
(see Part VI 4.2 and VIl).
4#2 How Marketing is Applied in Practice
Less has been published on what agents are actually doing
than has been written on what they could or should be doing. 
What has been published is in the form of market research
studies, individual experiences, case studies, consultancy 
investigations and so on. The aim of this chapter is to 
complement the previous chapter (VI 4.1.)» by examining 
what happens in practice,
4.2.1 General
For one travel agent fs view, there is Bob Baker’s paper on 
"Marketing and the Retailer" presented at a 1972 seminar 
at Sussex University and referred to in Beaver’s article 
(235). Baker, a director of a group of four Somerset 
agents, begins by defining marketing as "actively selling 
something to the public". He adds that it is easier to 
define what it is not, e.g. crepe paper window displays 
or dog-eared posters. Baker sees marketing for the travel 
agent as making the Public aware of a certain product and 
persuading them to buy it.
Baker’s opening remarks reveal some of the attitudes that 
influence the way marketing is applied by the agent. A 
desire to actively employ marketing needs to be coupled with 
an awareness-of the meaning of marketing (Part IV Chapter l).
Baker then proceeds to explain his creative marketing 
approach, which he feels is necessary in a market which is 
both becoming more sophisticated and more competitive 
(other consumer products e.g. freezers, colour televisions, 
cars, etc.). The examples of competition show both the
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broader view of competition from the consumer angle, and 
the type of products seen as most competitive - (luxury) 
consumer durables,
A number of marketing techniques are mentioned that have 
proved successful. Firstly, staff and offices are used 
as marketing tools, with the emphasis on good conditions 
of employment and interior and exterior decoration. Staff 
training is stressed (weekly internal training seesions) 
and is aimed at making counter staff aware of their key 
marketing role. This relates well to the previous section, 
especially the RAMS notes.
The strategy of the smaller agent capitalising on other 
companies* marketing ideas is exemplified by Baker*s comments 
on local advertising. He confides that his outfit copies 
some of the best features of the top advertisements appearing 
currently,, Newspaper advertising serves two marketing 
functions of instant impact and longer term image creation. 
Owing to its high cost, Baker has evolved some effective 
alternatives e,g. brochures in buses and telephone boxes, 
the major being a newsletter which improves contact with 
the casual passer-by and reinforces the sales effort.
This latter example shows the flexibility that is needed to 
overcome the cost barrier and facilitate the application of 
marketing to travel agents. Brochures are deliberately 
placed behind the counter in order to: establish staff/
customer contact; to ensure that the potential customer 
receives the correct brochure; ensures every caller receives 
a newsletter. Baker*s newsletter apparently has scored in 
encouraging some of the 10% of enquirers who book elsewhere 
to to o k  vydK hiiVi. i This again indicates the value of an 
active, creative marketing approach which can produce cost- 
effective methods in marketing.
In contrast to the cost-effect method used above, the second 
most important marketing technique used is the film show, 
which is promoted in the newsletter and may cost £100 for a
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"V.I.P." film show to 200. This effort and expense does 
not have obvious short term effects but it is "well worth­
while in the longer term'*.
Following Majaro's discussion of market share (Part IV 
Chapter 1.3)* Baker differentiates between positive 
marketing, which enlarges the cake e.g. party business, 
and negative marketing which only increases share of the 
existing market. One way Baker tries to be positive is to 
attempt to attract the 25% of principals1 customers who 
book direct, Baker advocates spending £60 on self adhesive 
labels to be manually placed over principals' direct 
telephone numbers, in the hope of earning the corresponding 
extra commission which he estimates at £6,000 for one of 
his branches.
In conclusion, Baker says that the smaller agent will survive 
if he appreciates the need for good marketing and the 
necessity to reduce costs (given net profit of 2% on turnover). 
He does not advise economising on staff but he advocates 
improving administrative procedures to ensure each staff 
member accounts for £40,000 worth of annual sales (1972 
prices). Other advice includes: selective selling of
certain operators only; specialisation; active/creative 
approach to marketing opportunities.
Baker's paper provides a good example of not only how marketing 
is applied in a specific case, but also the underlying 
attitudes that shape one agent's behaviour. This example 
provides an illustration of how marketing's actual application 
in practice is constrained by the nature of the owner/manager 
responsible for running the agency. His background attitudes, 
opinions and values will influence the priorities he assigns 
and the criteria used to decide on the level and type of 
marketing expenditures used,
A marketing consultant's view of how marketing is applied in 
practice by agents, comes in a series of articles specially 
commissioned by Travelnews in 1973 (236), The series 
consists of eight articles by Marlowe and complements the
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earlier example of an agent's view. Marlowe's approach 
contrasts with that of Baker above, in that much of the 
advice that follows is based on empirical research of a 
number of situations without direct indepth knowledge of 
any one case.
In the introduction to the first article, Marlowe explains 
that before examining a component, the total structure of 
the industry must be objectively reviewed. The industry 
is segmented, he says, and the marketing methods and policies 
used by travel principals have evolved empirically, by 
trial and error, over a number of years. Furthermore, 
the principals' decisions often cure the symptoms rather 
than the causes of industry's problems (note the link with 
the Kepner-Tregoe approach to problem-solving). This is 
mainly due to "a serious lack of marketing communications, 
data and information" which leads to no common or comparative 
performance measures or definitions.
This is confirmed by the researcher's own field research 
follow-up study with principals (Part VII Chapter 2).
The survey covered 22 U.K. southern counties, excluding 
London postal areas which were omitted as they were not felt 
to be typical. The reason given was the higher concentration 
of agencies in the London Postal area. This area represents 36> 
of U.K. population, 3^7 towns, 609 A.B.T.A. - type and 347 
ABTA/lATA-type agents, ’
The main findings and conclusions of Marlowe's field research 
on travel agents that are relevant to the thesis are set out 
below.
Hinterland
Most retail agencies appear to serve only an immediate and 
local population usually bounded by the towns (3*4#73)
Article 4 Character of a town the key to success 3#5.73
Factors that have a "direct and definite influence" on 
agent's trading performance: local population density;
trading position relative to the peak pedestrian- 
shopping-commuter flow density; well-developed shopping 
centre.
Socio-economic structure of groupings of the local 
population not significant on trading performance
Market Penetration Studies
Article 6 Market penetration studies the way to gauge 
sales potential 17.5.73
Market penetration studies show: degree of variation of
actual sales to the sales ’kiorm1 for the area, based on 
national trends; show agents their market share; isolate 
reasons for variance which permit methods to be devised 
to improve market penetration
how Marketing Orientation
Not Customer Oriented (31.5.75)
Agents often do not appear attractive, and their staff seem 
unhelpful and unfriendly.
Low Awareness and Lack of Marketing Information System
.(19,4.73)
Many of owners and management are unaware of their true 
trading and financial status, through lack of proper, accurate 
and regular accounts.
Wide Variation in Profitability (19.4.75)
Net pre-tax profit varied from 0.4% to 1.85% (average) 
through to 2,4% of gross sales.
Wide disparity of economic performance due to: length of
time established and size reached in terms of staff and 
turnover; position in town and sales growth rate and 
number of staff*
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Passive Agents
Low Promotion Budgets
Passing trade mostly relied on given very low promotion 
budgets (19*4.73)
Poor Public Relations
Agents should "take more positive public relations steps
to correct some of the misconceptions held by the local
population about their functions and service" (10,5.73).
Evidence included:
- 12% of local population interviewed had used a local 
travel agent at some time
- 17% could name a local travel agent - only 12% answered 
correctly
- an agent in a primary or near-primary location more likely 
to be correctly named
- often confusion between tour operator and travel agent 
identities
- "Thos, Cook" often incorrectly named as the local travel 
agent, showing the strong brand association with travel 
agents in general
- a large number interviewed thought they had to pay for 
agency services
N.B. 250 random street interviews, away from agency site, 
carried out in six large towns. The public-awareness 
study was not designed to be scientifically projected, 
but was designed to "produce certain qualitative and 
significant trends or differences for further investigat­
ion", (A very similar qualification to that made by 
the thesis-writer in his field survey - see Part III),
A series of interviews with companies and clubs 
concluded that agents needed to have more personal 
contact in order to help improve their image.
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A Narrow Concept of the Travel Product (24*5*75)
A number of potentially viable sales areas as yet unexplored 
and unexploited by agents: incentive travel; freight
business; car-hire; conferences and exhibitions; group 
travel; special-interest arrangements for clubs, etc.
(this confirms 4.1.3)
Sales, productivity and profits could be improved by a 
proper, comprehensive business-house service (ABTA/lATA 
Agents )
Diversification leads to faster growth; sales mix rather 
than sales volume in determining profitability
Pew travel agents are aware of the potential of domestic 
travel which would give them the following advantages: 
greater exposure; more stable market economically; less 
sales resistance; less dependence on principals (31.5.73)
Conclusions Article 8 "Agents must change to suit the 
Market" (31.5.73)
"The apparent loss of status, diminishing function and 
relatively poor economic condition of retail agents is a 
direct result of their failure to recognise and adjuat...."
These changes include: growth in "down-market" business in
package tours
Article 8
The small agent (l~3 employees) not in primary locations of 
759000+ towns should take a more active and constructive role 
in business and social activities of the local community
Agents can easily adopt many of the more successful business 
methods of their professional and retailing contemporaries 
to improve their local image
Agents should not reject these methods by claiming to be 
"different" (31.5.73)
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The conclusion of this last article reflects much of the 
underlying approach of this thesis that will be developed 
more fully later. This research-based series of articles 
concludes that the agent must become more marketing 
oriented. He must become the centre of his market, and know 
more about its needs and how to satisfy them. "To do this 
effectively and properly, he must learn new skills, employ 
different methods, get out from behind his counter and 
expand his activities into more profitable and interesting 
areas..”.
This latter point is repeated by the Lufthansa European 
regional manager in a short article (237), almost verbatim.
In addition, he is reported as saying that agents should 
market actively and aggressively and improve their locations.
Beaver reviews the findings of the 1974 MORI Survey on 
travel agents, in an article (238). The survey, purely 
commercial in nature, contains details of the marketing 
activities of travel agents, mainly in areas such as promotion, 
on which single independent agents are the smallest spenders.
3% of the 196 agents interviewed across the country spend 
less than £100 annually on promotion (8% £100-199, 7%
£200-499). This was confirmed in general in the researcher’s 
own field research.
Finally, the application of marketing strategy, in this case 
market segmentation, is shown by Beaver (239) who indicates 
for his suburban agencies most of his customers live within 
seven-eighths of a mile of the office. Draw the same circle 
for the competitors to discover where the overlaps exist, 
with the resultant effect on market shares, A segmentation 
based on specialisation in business house travel by developing 
sports travel is illustrated in a feature on Red Dragon 
Travel, Cardiff (240).
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Conclusions:
This review of practical published examples of general 
marketing aspects of travel agents shows the low marketing 
orientation and passivity as indicated by agents* activities 
and impact on the market. This lack of enlightened creative 
marketing permeates all aspects of the marketing activities, 
including size of budgets and formulation of strategies.
The following sections concentrate on specific aspects of 
marketing,
4*2,2 Marketing Information Systems
Market Research
On the subject of market research, Aucamp has written an 
article based on a sample of 10 larger agencies (3 offices 
or more), members of A,B,T,A,, (241), He concludes:
- agents do not seem to have any employee systematically 
analysing their own statistics
- 9 of the 10 agents do no market researoh at all - not 
even analysis of internal data (the one agent who does 
market research, consisted of this desk research)
- reasons could be that: they are unaware of areas where 
they lack information, or else feel they do not heed any 
more information
- due to cost, nearly all agents felt that market research 
could be of little help to them in the next 2-3 years,
Aucamp ends by saying that agents need to improve their 
planning by market research and it is feasible for them 
to use postal questionnaires or participate in cooperative 
research.
On the latter point, Beaver (242) includes an example of 
syndicated research costing from £1,000-£1,500 for each 
agent participating. The research provides the agent with 
general information (market size, by age, location, class, 
holiday habits) and additional information specific to the 
agent (local awareness of the agency, customer loyalty,
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advertising recall).
What will then determine whether market research becomes 
more widely applied is whether the benefits or tangible 
effects will outweigh the costs of the research. This 
would overmine many of the objections implied in the obstacles 
above: lack of awareness of markets; no need; cost.
One approach that illustrates what is practically possible 
to quantify marketing costs comes below.
Quantification of Cost
Beaver (243) discusses different attempts that have been 
made to quantify the cost of booking, administrative and 
procedural work. He cites Ann Kahn's study which broke 
down the operation in the following way to arrive at a total 
time, in minutes for each enquiry: client discussion; secure 
the information; waiting on the telephone; waiting for 
client's decision; booking; follow-up. A"no-business 
weighting" was added to the total to arrive at the total 
time in minutes per booking (36 minutes for package tours, 
being the longest, 27 minutes for coach bookings being the 
shortest). This compares to EIU's 40 minutes for booking and 
transacting an IT booking, Chandler's TOSG figure of 90 
minutes and Beaver's own calculation of 71 minutes. This 
illustrates what can be done to quantify the cost of agent's, 
operations (minutes x wage rate =-• cost),
Finally, an economic study of 18 retail branches by the 
Travel Agents Study Council (TASC) (244)* serves to illustrate 
the scope of financial analysis for the agent, and the relative 
importance of marketing expenses. The table, shows that 
administration expenses (promotion, management and accounting, 
postage and telephones, periodical subscriptions) account for 
35% of total expenses (1973)* with staff accounting for 47% 
and 'establishment' for the remaining 18%, Staff still 
appears as the major single cost element.
In addition to the published material above, many agencies
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use a series of forms to record the bookings and invoicing 
both due to their involvement with principals and the inland 
revenue. This is discussed in Part VII Chapter 1,
Sales Policy
Bobby Butlin (245) is satisfied with travel agents, who 
together, account for about ^ of the Butlin bookings. The 
reason, explains the article, is simply that Butlin believes 
agents do not really sell the product, "Agents are not 
salesmen. They display the product and allow the customer 
to buy it if he wants it," They do not sell the product hard, 
unlike a few Glasgow agents who run promotions for Butlins 
and take local advertising.
This is another example of a view suggesting the passive nature 
of travel agents,
Beaver in an article in his regular series, (246), mentions 
an ATTITB study of what happened to a large number of potential 
customers calling at a multiple's travel office. The agent's 
selling activities in this situation are best summarised as 
follows:
7*0
15 
. 5
18 
10 
55 81
99 
1
100
Beaver concludes from these figures that agency passiveness 
is leaving the industry wide open to competition.
The table above shows that in 53% of cases no action is taken 
at all, by customer or agent, to try to convert enquiries 
into sales.
first visit resulting in immediate sale 
options taken out following 1st visit 
no sale agent-initiated next step 
client-initiated next step 
no action at all
rounding down element
Partly in an effort to remedy this situation, the ATTITB 
launched a new series of courses in 1975 aimed specifically 
at improving branch management* The first priority was made 
in the marketing area, A Travelnews article (247) spells out 
the aims of the 2—part, three day long sales and marketing 
course. At the end of the course, says the ATTITB, partici­
pants will be able to:
- draw up and implement a plan of branch marketing 
activities to develop profitable business
- identify how their market fits in with company marketing 
policy, where local competitors overlap with them, which 
of their existing products are best suited to the local 
market and be able to take action to "exploit any 
opportunity"
- specify ways in which they can "make it easy" for customers 
to buy, using layout, display, literature and counter 
service
- exploit opportunities for free publicity in the local 
Press
- set up and run a promotion in conjunction with a principal
- win a new business-house account ,
There was a heavy demand for the courses (248), which were 
designed on the basis of research by ATTITB on the tr&vel 
trade. The research, among 45 agency branches, also revealed 
the need for a course in marketing which is outlined below,
1. Introduction to Agency Marketing (meaning of marketing, 
marketing planning)
2, Local Marketing Research
3# Retailing and Merchandising 
4* Agency Sales Techniques 
5# Sales Promotion 
6, Organising Promotions 
8, Press Relations
Although not fully comprehensive, this ATTITB course syllabus 
shows once again the potential applicability of marketing to
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the travel agent. In addition, it is interesting to note 
how training can he used to meet a proven educational need 
for marketing by travel agents (Part V Chapter 3)*
Thus the sales policy of the travel agent in practice 
extends to a creative, active selling polioy whioh includes 
conversion of enquiries to sales, and the need for training.
4*2.4 Promotion Polioy
The Special Report in Retail Business (51)f points out what 
a typical four-branch agencyfs profit and loss account looks 
like (based on trade information). Advertising accounts for 
3*04% of total expenditure, compared to 55*54% total staff 
expenses and 10.59% for rent, rates, heat, repairs and 
insurance. Most advertising is spent in the press. It is 
worth noting that the report also makes the qualitative point: 
"Many progressive agents see themselves not merely as order 
takers but as leisure package creators, giving customers the 
benefit of experience to suit all tastes."
Cost Effect Approach
The use of the cost effect approach in promotion evaluation 
not only highlights the value of current activities, in 
terms of performance against objectives, but also helps 
future planning, •
A good example of an agent’s advertising and sales promotion 
budget, with information on effectiveness comes in 1972 
through Allan Beaver, The first article (250) gives details 
of his 1972 budget of £1,000 which gives the costs of his 
essentially three-pronged promotion - film show, Cosmos 
promotion, Clarksons promotion. The second article (251) 
gives the benefits of the campaign. Beaver believes in 
carefully monitoring results of marketing efforts to help 
future budgetting. The film show mailing shot produced a 
high response rate of 20%, All of the hundred checked on, 
at random presumably, had booked something. Clarksons* 
bookings fell during the period under review due to "major
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factors probably outside my control". However, his 
evidence suggests that the Cosmos campaign was "directly 
responsible for an increase in bookings"; in particular 
the door-to-door brochure distribution, which in the case 
of the Spring promotion "must solely account for the big 
increase in bookings in June as compared with previous 
years". He ends with the statement that cost/benefit 
studies are essential for any company irrespective of size.
Continuous Promotion
As mentioned in Part VI 2.2, Beaver cites a consultants 
investigations (158), that show that continuous promotion 
is often associated with a local retailer who has seized 
the lion’s share of market (up to 50^ ).
Local Press
Another survey, by MORI and previously mentioned (240), 
shows that press advertisements are the most popular 
promotional activity, with 10% of the 196 agents interviewed 
not using any of the 21 activities listed.
The survey indicates that on average, 2-3 promotion techniques 
are used and the most common topics featured are: destinat­
ions; prices; inclusive tours; the details of the agent 
being added to these.
The researcher’s own field work investigated the number of 
promotion methods used currently as well as in the past.
The most popular method was also found to be local press 
advertising.
Commercial Radio
On the subject of commercial radio’s effect on marketing 
performance, MacDonald’s article (252), gives two examples 
of the response to local radio: "response to 28 30-second
spots on Metro Radio (Newcastle) in May 1975 was ’staggering* 
for North Star Travel Morpeth. Harold Green of Cardiff 
bought 15 daytime spots on Swansea Sound to advertise luxury 
cruises on the QE2 from Southampton, Within two days of
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transmission 50 cruises had "been sold, ” The RAMS Special 
Paper no, 9# using the example of Alan Power Travel of 
Plymouth, believes that compared with the price, radio 
is more cost-effective than television and newspapers.
As evidence, they cite the results of street interviews 
in three separate Plymouth locations, which showed 45% 
remembering the agency from the television, 9% from the 
radio and 16% from press advertisements.
Sales Promotion
On the subject of sales promotion, Beaver provides three 
examples the first successful and the other two being failures. 
The first (255) on holiday counsellor weeks with Beaver had 
a dramatic effect on sales, with 8, 15, 12 and 9 clients 
booked in the four week period compared to none prior to 
that period (note that there was local advertising, mail 
shot to existing clients and an appropriate window display).
The other two examples show the fallibility, and difficulty, 
of effective promotion. The first failure (254) was a 
two-agency promotion tied in with a local sports shop 
involving 10,000 invitations. Hundreds came, there were no 
bookings and the cost was just £20. The other failure 
consisted of mobile holiday exhibition, (255) which together 
with the printing of 16,000 invitations and the cost of 
distribution of these (10,000 door-to-door and on cars, 
and 5*000 sent to mailing list) cost £700,00® About 400 
people saw the films but Beaver was doubtful about the cost 
effectiveness of the exercise, given the small proportion of 
his clientele interested in the long-haul holidays featured 
in the promotion.
In an article by Wharton on window displays (256) he cites 
professional contractors1 views about agents. One, from 
Watford, said that in 6,000 displays between 1962-3, he had 
not received one complaint from agents, which he thought 
was due to indifference. This Watford contractor added that 
a window display had only 5-4 seconds to do its job - only 
the time it takes to walk past. An article by Orbell (257)*
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mentions that the National Association of Shopfitters 
(NAS) says that 90% of retail shop modernisations lead 
to an increase of 15-30% i11 turnover, A minimum of 
£7,000 was mentioned to completely modernise an average­
sized, old-fashioned shop (1976),
On direct mail, a Sunday Times article (258) cites the 
success of Harry Chandler’s operation which relies on 
mailing out "brochures for 90% of his Travel Club’s business. 
He deals with 20,000 clients annually who spend £1,5 million 
(l97l)# Beaver also mentions the success he has had; in 
one article (259) he mentions a mail shot to 50 previous 
cruise customers who had not yet booked for the coming 
season - cost £1,50 + post and stationery; benefit; 3 
definite bookings involving nine people; in another 
article (260) a door-to-door distribution with follow-up 
visits which yielded bookings of £300, gross profit £30, 
for just the 00st of his time.
Public Relations
Finally, on the subject of Public Relations, below are some 
practical examples. The logo is an important element in 
establishing an agency’s identity with its publics. An 
article by Stanners, Creative Director of Leo Burnett (-26l), 
gives the example of a logo applied to a tour operator - 
the Thomson seagull, “symbol of holidays and freedom, of 
sea and sun and sand, A reassuring bird - you never see 
a crashed seagull. And best of all, a bird that is 
apparently British through and through. None of your 
foreign rubbish. All things the consumer responded to. We 
created a livery in red, white and blue. We wrote a 
company slogan ’We take the care. You’re free to enjoy 
yourself’,11 This approach is used for example by Ron Plant 
to develop a house style with logo, which is repeated on 
fascias, stationery and other advertising material. Other 
travel agents’ examples are reviewed in Part VII Chapter 1,
In an article on the effective use of the media (262),
Beaver is quoted as saying that he has achieved £1,500 worth
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of free publicity in local press for zero cost in the year 
1974/75. He had established a good rapport with the local 
press, Furthermore, Beaver sees his firm’s promotional 
efforts as being "cohesivelf — exhibitions, film shows, 
mail shots, poster advertising, leaflet drops and newspaper 
advertisements - all supported by public relations.
The final example on the effect of public relations comes 
in an article which examines the Norman Richardson Travel 
operation of Durham, with a £lj- million turnover in six 
branches (263), Only £2,000 is spent on advertising but 
this in terms of space "pales to insignificance" in terms 
of editorial exposure and media coverage in column inches.
Good relations with the presstradio and television are key.
Thus the section has shown that a cost/effect relationship 
may be established under certain conditions. This approach 
will be developed towards the end of this thesis, in Part VIII. 
The practical^examples discussed in this section indicate 
what can occur in practice in the field of marketing 
application to travel agents,
CHAPTER 5 : CONCLUSIONS
Part VI on tourism and travel retailing may be said 'to have 
arrived at a number of conclusions, which have direct 
implications for Part VIII.
Firstly, the historical perspective of Chapter 1 helped to 
establish the effect of certain external factors on the 
development of the travel agent as well as indicating the 
way in which the travel agent has evolved since 1945.
Chapter 2 arrived at an assessment of the role and nature of 
the travel agent by examining the main literature sources 
available. This included reviewing the main problems of 
the travel agent and comparing the travel agent with certain 
other industries that have been deemed to share certain common 
features. One of the key issues here, which figures
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prominently in Part VIII Chapters 1 and 2, is the discussion 
on the active or passive nature of travel agent marketing.
In order to highlight any differences in travel agents* 
marketing behaviour due to size or branch size, Chapter 3 
analysed both general and specific aspects of this question. 
Although the literature published is very limited, it may 
be concluded that although certain characteristics do exist, 
the applicability of marketing seems equally possible in the 
case of small and/or independent travel agent. Certainly,
Parts VII and VIII seek to shed further light on this.
Finally, Chapter 4 concentrated on the dichotomy that 
exists between what should happen and what does happen.
This distinction was brought into sharper focus by reviewing 
what the published material had to say about marketing*s 
applicability to the travel agent. It would appear that 
ideally, nothing prevents marketing, as a business philosophy 
and as a set of activities, from being applied to travel 
agents. In fact, Part IV 4# 2 looked at a series of examples 
of marketing applications in practice with a view to building 
up a composite picture of what can be achieved. The 
differences between the two parts of Chapter 4 are contrasted 
with the findings of Part VII and in the conclusions in Part VIII,
The published literature in the field has assisted in the 
formulation of the field research in Part VII as well as 
indicating the possible reasons behind differences in the 
applicability and application of marketing to travel agents.
As a result of the literature review culminating in this 
Part, a checklist of marketing applicability and marketing 
applications have been constructed. To these checklists 
have been added the results of the field research in Part VII.
This then enables an assessment to be made of the level of 
marketing orientation of travel agents as well as areas of 
comparative strengths and weaknesses.
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It may be concluded that marketing, as analysed in Part IV, 
may be applied to small as well as larger agents (Part V) 
as well as to retailers of services such as travel (Part IV 
and VI). What will be investigated will be the factors 
affecting the precise applications in practice.
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PART VII : MARKETING AND THE TOURISM AND TRAVEL RETAILER
Introduction
This Part concentrates on the researcher’s field work into 
the applicability of marketing to the travel agent. The 
field work involved original research amongst not only 
travel agents themselves but other sections of the travel 
trade related to them. This Part contains the results of 
the questionnaire survey amongst thirty-two travel agents as 
well as the findings of the follow-up survey with principals 
and ’’travel trade personalities”. In addition, the research 
includes two in-depth case studies of travel agents and other 
relevant field research findings.
The original material assembled here complements the published 
material included in Parts IV, V and VI as well as feeding into 
the thesis conclusions, hypotheses and managerial implications 
discussed in Part VIII, The complementary nature of this 
Part operates in two ways. Firstly, the desk research on the 
applicability of marketing to travel agents (Parts IV - VI) 
has provided the basis for the design of the field research - 
particularly the thirty-two agent survey. Secondly, the 
field research permitted certain hypotheses to be formulated 
in Part VIII. These hypotheses seek to explain the marketing 
behaviour of agents as shown partly by the primary data 
collected in this Part.
The contribution made by earlier Parts of the thesis will be 
discussed below. This will show the relationship between the 
secondary data and primary sources researched.
Part IV has provided several contributions to Part VII* s field 
research mainly by providing the key marketing principles and 
concepts by which the understanding of travel agency marketing 
may better be understood. Part IV showed that it was possible 
to define marketing in terms of consumer orientation, 
systematic approach and financial orientation. This
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definition, as well as a checklist of marketing, formulated 
in Part IV, facilitated the drawing up of the questionnaire
in Part VII.
In addition, Part IV discussed the overall impact of 
marketing on the firm by examining marketing orientation.
The reasons suggested in Part IV for the low level of 
marketing orientation in industry generally were included 
for research in this Part, For example, the importance 
of internal and external factors on marketing activities 
was explored during the primary research amongst travel 
agents. The published material included in Part IV also 
showed the need for a logical, systematic approach to 
decision-making which should include the evaluation of 
marketing activities. This evaluation was shown to comprise 
both setting objectives and establishing cost effect 
relationships in marketing.
Part IV has also fed its conclusions into Part VII in the 
shape of the nature of travel retailing as an example both 
of a service industry and a branch of retailing. The primary 
research sought to discover whether marketing was applicable 
to the travel agent as an example of a service industry 
retailer.
In a similar fashion, Part VII examines the applicability 
of marketing to travel agents, many of whom are small or 
independent. This was the subject of Part V on small 
business. It was originally felt that, as many agents may 
be defined as "small” or "independent", the smaller agents 
may exhibit different marketing behaviour from their larger 
competitors, A large proportion of Part V sought to establish 
what was meant by "small" and how marketing could be applied 
by smaller businesses such as travel agents. Part V 
introduced the notion that barriers may exist that prevent
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marketings application by agents. Certain managerial 
implications as well as strategies for overcoming these 
barriers were put forward and were included in the research 
undertaken in Part VII.
Furthermore, certain specific marketing applications by 
small organisations were discussed in Part V. This aimed 
to show not only how marketing could be applied to individual 
situations but also how the role of the manager was 
significant in affecting the adoption of marketing by the 
small business. One of the main questions posed by Part V 
that needed to be researched was whether size or independence 
differentiated agents* marketing behaviour.
The third and final element of secondary research, described 
in Part. VI, concentrated specifically on marketing applied 
to the tourism and travel retailer and the field research 
in Part VII relied greatly on this review.
Part VI discussed the development and role of travel agents 
and showed that external factors seemed to be important in 
determining the extent of marketing*s application to agents. 
In addition, the behaviour of travel agents was examined 
to establish whether they were actively creating new 
business opportunities or passively awaiting developments 
or threats in their environment. Corroborating the findings 
of Part V, Part VI suggested that where marketing activities 
were practised by agents, they did not seem to relate to 
the size and independence of the agents. However what became 
apparent was a discrepancy between those parts of the 
secondary research that prescribed what agents should be 
doing and those points which described what they were doing.
Parts IV, V and VI helped to determine those questions 
to be explored in the primary research,in Part VII. Most 
of this secondary data was based on opinions and normative 
assertions about how marketing could be applied to travel 
agents. It pointed to certain tentative conclusions
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concerning marketing and travel agents.
In particular, two conclusions related to the small or 
independent travel agent, who despite certain characteristics 
displayed in Part V, could apply marketing as well as any 
other agent. The field research m s  therefore undertaken 
to discover whether these conclusions were reflected in 
the practical travel agent situation.
In addition, the primary research which forms Part VII, 
sought to discover other factors that might explain the 
travel agents* marketing behaviour. As the introduction 
to Chapter I will explain, the design of the thirty-two 
agent study m s  influenced by the insights on agency behaviour 
gained from the desk research. However, the primary research 
sought to reveal in more depth than previously had been 
attempted those factors influencing travel agents* marketing 
behaviour.
The main issues upon which Part VII seeks to shed further 
light all concern the applicability of marketing to travel 
agents. They were identified in Part I of this thesis as:
1. Whether there is evidence to suggest any difference
in the level of application of marketing between small 
and large, or between independent and non-independent 
travel agents,
2. Whether travel agents are active or passive in their 
approach to marketing,
3. Whether the level of marketing orientation among travel 
agents is high or low.
4. Whether there are any other factors that affect the 
marketing behaviour and performance of travel agents.
To develop the fourth item above, the thirty-two agent survey 
included a study of certain factors that were hypothesised 
by the researcher to be significant in determining marketing*s
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applicability to travel agents. These factors emerged 
from the secondary research and were:
1, Travel agent location,
2, Performance of the travel agent,
3, Meaning of marketing,
4, Application of marketing perceived (by the agent),
5, Consistency of specialisation,
6, Small travel agents,
7, Independent travel agents.
The five chapters of Part VII, particularly Chapter I 
relating to the thirty-two agent survey, naturally lead 
into the contents of Part VIII which are divided in three 
main parts:
1, Conclusions of the entire thesis research based on
the literature review and the original field work
undertaken,
2, Hypotheses formulated regarding marketing^ applicability 
to travel agents in the light of the thesis findings,
3, Implications of these conclusions and hypotheses for 
the travel trade.
The primary research carried out during the course of the 
preparation of the thesis and discussed in detail in this 
Part, was indispensable in the preparation of Part VIII,
In fact, Part VIIfs importance to the thesis as a whole 
stems not only from its interlocking role with the Parts 
before and after it, but also the interconnected nature of 
the five chapters contained in Part VII itself. In order 
to derive maximum benefit from the field research - 
especially the thirty-two agent study - its stages were
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usually arranged sequentially so as to incorporate the 
findings or insists of one stage into the next. This 
methodology was explained in more detail in Part III and 
relates especially to Part VII Chapters I and II.
Chapter I deals with the findings of the thirty-two agent 
interviews and is the result of a questionnaire containing 
over eighty questions. This questionnaire was personally 
administered by the researcher to randomly selected agents.
The introduction to Chapter I discusses more fully the 
contribution that these findings made to the thesis.
However, at this point it should be noted that the thirty-two 
agent survey yielded not only information on the eighty plus 
questions asked, but also a detailed picture of the agents 
was assembled with the addition of illustrative material 
and observation.
Chapter 2 begins with the reactions of the thirty-two agents 
themselves to a brief summary of the findings of the survey. 
This Chapter continues with the results of a number of personal 
interviews undertaken with other sections of the travel 
trade in order to obtain another perspective on the marketing 
behaviour of travel agents. Eleven in-depth structured 
interviews with the heads of the main principals of the 
travel agents revealed not only their own reactions to the 
survey but provided some new insights into travel agency 
marketing behaviour. Lastly, this Chapter ends with six 
in-depth interviews with ‘'travel trade personalities” who 
had helped shape the travel industry. They were interviewed 
in order to record their informed opinions on the thirty-two 
agent survey and its implications for the travel trade.
Chapter 3 contains two case studies which cover travel agents 
and the application of marketing to their business. This 
proved especially valuable in permitting a more detailed 
examination of the cost and revenue records of two agents.
This information, normally closely guarded and rarely available, 
enabled some of the cost effect ideas of Part IV to be applied
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in practical contexts to ascertain the value of certain 
marketing activities. These two case studies also* showed 
what information could be collected at the agency level, 
and the importance of information as a base for decision­
making and evaluating marketing's cost effectiveness. 
Finally, Chapter 3 recorded the managerial reactions to 
the case study findings as well as the implications of 
these findings for the travel trade.
Chapter 4 completes this field research on marketing and 
travel agents by noting conclusions of relevant travel trade 
meetings. These meetings are of particular interest, even 
though the full records are often not published, as they 
illustrate the current attitudes and opinions of many 
sections of the travel trade. The meetings that were 
selected for inclusion in this thesis relate to the role 
and nature of travel agents, the importance of external 
factors and travel industry trends. In addition, other 
relevant field work material includes the results of a 
conference on small business with interesting implications 
for the travel agent and the conclusions of a study on the 
role of travel agents conducted for a major airline.
Finally Chapter 5 draws together the main findings of 
Part VII, particularly underlining those contributing to 
the thesis arguments. In addition, Chapter 5 points out 
certain implications for the travel trade of the results 
of the field research.
By the end of Part VII the reader will be able to ascertain, 
with the help of the appendices, the full extent and scope 
of the original field work undertaken by the researcher on 
the applicability of marketing to travel agents, in the 
practical context. The inclusion of considerable detail 
at certain points was justified on the basis of the 
contribution made to the understanding of the travel agents* 
or industry's approach to marketing. Two examples of this 
attention to detail come from the illustrative material 
shortly to be discussed in Chapter 1.2 and secondly the 
management's reaction to the in-depth case study analysis
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in Chapter 3*
It was the researcher’s opinion that the full contribution 
of Part VII to the thesis could best be made as a result 
of a combination of composite findings (cf# appendices), 
selected questions and examples (cf, 7*1*2. and 7*1.3*)* 
in-depth responses (7*3) and statistical analysis (7*1.5*)♦ 
This blend of breadth and depth would give the reader both 
the quantitative results and qualitative information which 
are both so necessary in forming an understanding of the 
nature of travel agency marketing behaviour.
Having now explained the role and importance of Part VII 
in the thesis, there follows a summary of what this Part 
goes on to reveal about travel agents* marketing behaviour. 
The potential application of marketing to travel retailing 
is seen to fall far short of what the reader might expect 
from many of the suggested applications made earlier in 
the secondary research. The survey results express this 
level of marketing application both in terms of the variety 
and number of activities undertaken and the extent of 
commitment in terms of money, time and other resources. 
Besides a low number of marketing activities practised 
and low budgets allocated to such activities as promotion 
and training, the agents interviewed in the sample revealed 
an absence of marketing research activity, a spasmodic, 
irregular use ofmailing lists and other record keeping.
The picture which emerges is of a sample of agents each 
of whom does not fully apply marketing, either in spirit 
or in letter to their business.
This finding from the thirty-two agent survey is strongly 
linked to their passive approach to marketing management 
in its broadest sense. Research, as mentioned above, is 
often lacking and the analysis of the market and the company 
itself is usually not spelt out in consumer oriented terms. 
The thirty-two agent survey will demonstrate several 
indications of this absence of marketing analysis e.g. view
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of competition, customer segmentation, hinterland study, 
profit analysis. .Another important element in marketing 
programmes applied to agents which seems noticeably absent 
is any consistent, longer term marketing planning and 
strategy by the travel agent. As stated earlier, an 
information system, though necessary, was often missing 
and this meant that the conception, implementation and 
control of these plans could not be effected. Usually, 
however, the research revealed severe doubts as to whether 
the marketing will was there. The underlying attitudes, 
pre-conceptions and opinions so important in establishing 
the marketing philosophy firmly in the manager’s mind were 
lacking.
Answers received on the performance growth and business 
mix of the thirty-two agents where these could be estimated 
with reasonable accuracy, tended to show a development over 
the previous five years of a conservative nature. If the 
effects of inflation are extracted (see cross-classification 
study 7*1.5#) the growth record of agents is not impressive 
and the attempt at creating a wider portfolio of business 
in terms of business house travel or own tour operating 
is not pronounced.
The additional research included in the thirty-two agent 
study showed that their reasons for not applying marketing 
stemmed largely from ignorance, complacency or misconceptions 
concerning marketing. Further insights on this agent 
passivity pointed to the role of the travel agent in the 
industry. It is appropriate here to recall both the 
comments made by Davidson in his book (8) on the merits of 
offensive markets and the debate between Burkart (154-6) 
and Baker (157) on the active role of the agents. It seems 
clear that confusion and lack of appreciation of the agent’s 
role in the industry influence his application of marketing 
to his business. This lack of precise role definition, stems, 
as the survey will show, not only from the agent’s own 
perception of his role, but also his perception of how his
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principals see the agent. Part VII Chapter 2 follows up 
these findings and adds the further dimensions of the 
principals1 own views in this comparative look at the 
agents1 role in the industry. On the one hand it will 
be shown that agents see themselves as active (in 
accordance with the normative pronouncements in the 
literature review). On the other hand, their principals 
agree that, whilst an active role would be desirable, 
agents are either unwilling or unable to respond to this 
business challenge (see also VII Chapter 2),
Contrasting with this view of a passive, non marketing 
oriented agent is the finding that collectively the thirty- 
two agents exhibit a very wide range of marketing 
applications. If the list of twenty ’marketing oriented 
questions’ used to rank agents is taken as an indication 
(VII 1.5-) at least one agent responded in a marketing 
oriented manner to each question or indicator. It would 
appear therefore that the sample, taken together, can 
demonstrate that the applicability of marketing can be 
found in practice.
However, a number of questions are raised as a result of 
this finding, particularly in the light of the fact that 
a considerable weight of published material in the shape 
of studies, reports, books, journals and articles show 
the feasibility and importance of applying marketing to 
travel agents. Pirstly, why is it possible to apply 
marketing in some instances and not others? V/hat conditions 
seem to favour marketing’s application by agents? The cross 
classification study in 7-1.5. tests for associations 
between certain factors. The follow-up study (7-2,) and 
the in-depth case studies (7.5.) examine other possible 
reasons.
Secondly, if some agents are more active than others, or 
some agents practise some marketing, why do not more agents
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follow their example? Is there anything which prevents 
the wider application of marketing "by agents? Each Chapter 
in this Part seeks to discover whether constraints of time, 
money, personnel or other resources are the basic reasons.
In examining the possible reasons for this low level of 
marketing the attitudes and opinions of the agents and 
their principals have been researched to show which barriers 
actively inhibit agents* marketing activities.
Finally, what implications do the field research findings 
have for the agents? How do these research results affect 
principal/agent relationships? This Part will indicate how 
agents perceive the nature of their business and their role 
in the travel industry. Their appreciation and awareness 
of marketing’s applicability to their organisation will
be shown to influence the activities they undertake.
Part VIII Chapter 3 spells out in greater detail the steps 
the travel agent can take to become both more marketing 
oriented and more active and creative in his trading 
behaviour. These implications, discussed in Part VIII, 
develop the ideas and suggestions arising from this field 
work in Part VII as well as from secondary research findings 
earlier in the thesis.
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CHAPTER 1 : CONCLUSIONS OF THE THIRTY-TWO TRAVEL
AGENCY INTERVIEWS
Prom the general introduction above it was explained that 
Part VII's main contribution to the thesis lay in the 
original field research material collected on marketing^ 
applicability to the travel agent. Within this field 
research one of the main parts comprises the thirty-two 
travel agency interviews. As Part III indicated, the aims 
of the field research included the testing of certain ideas 
relating to travel agents1 marketing behaviour, the 
generating of new insights and the indication of implications 
of the findings. The thirty-two agent survey was able to 
contribute greatly to these aims. .
The thirty-two agent survey sought to discover what tools 
the travel agents were applying from the marketing area to 
solve their problems and meet their agency objectives. 
Furthermore, by the careful selection of questions, insights 
were gained on the attitudes and opinions of individual 
agents. The questions chosen for the questionnaire were 
selected from a much longer list which had been drawn up 
on the basis of the literature survey in Parts IV, V and 
VI. The eighty-one questions finally selected for the 
personally conducted structured interviews represented 
what was thought to be the most that could be administered 
given interviewing constraints e.g. time, confidentiality.
In addition, the co-operation gained from respondents enabled 
the researcher to include illustrative material about the 
agents' marketing activities. This material, which almost 
all agents provided, has been evaluated and a selection 
appears in section 7.1*2,.
As discussed in Part III, the questionnaire itself was 
designed to discover the applicability of marketing to 
travel agents. The questionnaire in Appendix I begins with 
a section on classification data yielding eight different 
biographical details of the individual travel agents. This
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information, which forms the basis of the next section 
below on the profile of the travel agents interviewed, 
also assisted in the cross classification study in 7*1*5#
The next part of the questionnaire covers the general 
business aspects of the travel agent. The questions were 
selected to discover what environmental pressures the 
travel agent.was facing, is facing, and is likely to face 
in the near future. In addition, certain internal factors 
were included in a list of common problems facing the 
travel agent. One of these internal factors was "knowing 
what my customer wants" and would indicate whether the agent 
considered this a problem or not. To further ascertain 
the relative importance of marketing in the running of 
the travel agency,, one question was inserted on which 
factor most affected the success of the business, and 
another on the criteria used for judging success.
To cope with the reticence normally shown by agents to 
questions concerning their performance, four questions 
were devised which covered the development of their 
business in terms of employees, turnover, profit and 
business mix. The questions v/ere put in index form, 
after pre-testing of the questionnaire indicated that 
this would be the best way of obtaining any data on this 
subject.
The next section of the questionnaire includes questions 
on general marketing aspects to discover whether the 
travel agency manager believed that marketing applied to 
his business and the reasons for his view. The answers 
to these questions reveal much about the manager*s 
commitment to marketing, which together with the following 
questions on his understanding of marketing, reveal a lot 
about his marketing orientation. This part of the 
questionnaire not only sought to uncover the manager^ 
opinions concerning marketing but also what activities the 
managers were undertaking in the marketing field.
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Furthermore, questions were included that referred to 
the agent*s marketing information system - his record 
keeping, including mailing list. This was felt by the 
researcher to merit inclusion in the questionnaire owing 
to the fundamental importance of information in 
marketing management e.g. marketing control, mailing 
lists for promotion.
The next section of the questionnaire examined specific 
aspects of marketing that the travel agent could 
reasonably be expected to engage in - promotion, product 
planning, selling, marketing research. The questions 
seek to determine the behaviour pattern of the agents 
over time as well as at present, with an indication of 
their financial commitment to marketing together with the 
reasons for their behaviour. .
The final section of the questionnaire examined the role 
of the travel agent in the industry to see whether the 
agent sees himself as an active or passive marketer. In 
addition, his perception of the principals* views are 
contrasted with his own. This gives an indication of the 
extent of passivity in the travel agent*s role in the 
industry. 'There were also questions relating to how the 
agent sees himself in relation to his size and independence 
as well as the inherent advantages and disadvantages.
The final questions related to how the agent views R.P.M., 
voluntary groups, his competition, classification of 
clients and location of his customers. This final section 
shows therefore how the agent relates to aspects of his 
environment and to his customers, as well as his attitudes 
to his industrial role.
Owing to the almost total co-operation received from the 
agents interviewed, it may be seen that a great deal of 
information was collected from the eighty plus questions 
asked. The answers are fully tabulated in the appropriate 
appendices, and certain key questions are analysed in
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sections 7.1.3* 7.1.5..
Apart from the questionnaire survey itself, illustrative 
material from co-operative agents enabled the researcher 
to highlight certain aspects of marketing that agents 
were practising. This information is discussed in 7.1.2. 
in some detail as it shows not only what can be done in 
practice but also that a variety of different types of 
agents (i,e, by size, independence) are capable of 
producing worthwhile marketing material.
Much of this illustrative material is in the form of 
publicity material (see appendix 6) and the contents of 
these publications are discussed fully in 7.1.2,, In the 
opinion of the researcher it is necessary to show the 
reader exactly what is produced, as far as it exemplifies 
many of the normative pronouncements made in Parts IV, V 
and VI, Furthermore, by exposing these examples to 
scrutiny it is possible for the reader to realise both the 
extent of the applicability of marketing to travel agents 
and how individual agents see their business, its products 
and services, its markets and it3 opportunities.
Similarly, 7.1.4., which examines the information collected 
from the thirty-two agents by means of observation by the 
researcher, shows further aspects of their marketing 
behaviour. Being a retailer of travel services, the travel 
agent is inevitably located at a particular site. It is 
this location, including his point of sale, that is 
observable and merits inclusion in this research study.
All the data collected in the course of the thirty-two 
agent survey is brought together in the form of conclusions 
in 7.1.5.. These conclusions shed light on the main thesis 
arguments in the folio wing ways. Firstly, the thirty-two 
agent interviews show the applicability of marketing to 
the travel agent. Travel agents when taken as a group 
practise a variety of marketing applications. Secondly, 
it is possible to establish whether any patterns emerge
193
concerning the marketing behaviour of any sub groups 
within the sample. This has enabled the testing of the 
hypotheses mentioned in the general introduction to this 
Part, The thirty-two agent interviews and related 
information of this Chapter have indicated some reasons 
for the behaviour and performance of the travel agents.
In fact, the breadth and depth of data derived from the 
thirty-two agent survey has played an important role in 
the elaboration of the overall thesis conclusions in 
Part Till and the ensuing hypotheses and implications.
The implications of the travel agent study should be of 
interest not only to the travel agents themselves but also 
to their trading partners and other organisations in the 
travel trade. These include the agentfs principals e.g, 
airlines, tour operators, hoteliers, etc. Furthermore, 
trade associations, government departments, and of course 
consumers may derive useful insights from this research.
This Chapter shows not only the composite marketing picture 
of thirty-two agents but also the detailed individual 
examples of marketing activities and attitudes. These 
should provide both lessons of what can be done and 
indications of what can be avoided.
Part VIII Chapter 3 underlines the managerial implications 
of the thesis findings by stressing the need to assure a 
profitable survival for travel agents and their trading 
partners. Marketing, with its emphasis on systematically 
satisfying customers profitably, encourages the organisation 
to become more sensitive to its actual and potential markets. 
This helps the travel industry as a whole and the travel 
agent in particular to have better survival chances in a 
competitive environment often prone to uncontrollable 
factors as Part VI Chapter I illustrated.
The detailed exposition of the findings of the thirty-two 
agent study now follows below.
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1.1 GLOBAL CHARACTERISTICS OF THE 32 AGENTS
1.1.1 Biographical data (reference to Appendix 3)
Ten features describing travel agents have been tabled in the 
appendix (3)*. and those served as a basis for the cross- 
classification, analysis discussed in The opening
section of the questionnaire assembled a number of .classifi­
cation data on the thirty-two agents interviewed.
The ten biographical features concerning the 32 agents are:
1. Date of founding 20 in existence by 1970
2. ABTA/IATA membership 30 ABTA and 12 IATA/ABTA
members
3. Number of employees (inc. 12 have only 2 employees
Manager)
4. Turnover category 14 in smallest cate gory
5. Number of branches 8 are independent (one
branch)
6. Private or Limited Company 22 are limited companies
7. Interviewee (Branch Manager 22 were Branch Managers
etc)
8. Settlement size 17 in settlements up to
50,000
9. Number of agents in settle- 17 were in settlements 
ments containing up to 4 agents
10. Location (primary etc) 17 in primary locations
The largest classification under each feature indicates the
profile of the travel agents interviewed. The 32 agent survey 
contained a mix of different types of travel agents and
provided the basis for the information analysed later.
1.1.2 Performance data (reference to Appendix 5)
Nine aspects of the marketing activities of the sample have 
been tabled in the appendix as well as certain indications of 
their performance. This information was drawn upon in the 
cross-classification analysis that follows in 7.1*5##
Although agents were sensitive about providing confidential 
information about their performance, the researcher, with" 
one exception was able to collect information, often in 
indexed or percentage form from all the sample.
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Business Mix
1. %  Tour operating
2. %  Business house
12 engage in none,
11 up to 5 % of turnover 
6 engage in none,
8 up to 5%  of turnover
Growth (lYlo/i - IR7C/})
3. Employees
4. Turnover
5. Profit
6.
10 increased, 13 constant 
25 increased 
20 increased
Change in turnover composition 7 constant, 8 changed
7. Hinterland 75^ of customers within
15 miles
8. Promotion budget .15 spend less than £500 p.a,
9. Training budget, 17 spend less than £200 p.a,
The largest classification under each aspect indicates the 
profile of the travel agents interviewed. The 32 agent survey 
contained a mix of different" performance of travel agents, 
and this information, net of inflation, is analysed later^
1.2 SPECIFIC EXAMPLES OF MARKETING APPLICATIONS BY AGENTS
In the course of the conducting of the 32 agency interviews, 
a certain quantity of illustrative material was received from 
the agents. This'was often in the form of publicity material 
and copies of agency recording systems. The main points 
arising from the information are summarised below and comple­
ment the earlier sections on global characteristics by pene­
trating behind the figures and adding to the picture gained 
of marketing activities of these agents in 7d#l*#
Four marketing techniques are selected which give some indica­
tion of how individual agents apply marketing. In each 
instance full illustrative material was provided by the travel 
agents, who, with one exception, asked to preserve their 
anonymity. They a.re included in the thesis in some detail, 
because of the effort in time, thought and cost expended 
by some agents to produce this material. These examples 
testify what can be done by certain agents and indicate how 
they view marketing's application and importance to their 
business,
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1.2.1 Promotional material (point of sale)
This has been included for a number of reasons. Firstly the 
importance attached to promotion by agents in their answers \ 
to the questionnaire as well as published material from 
Part VI, Chapter 4. Secondly, the widespread co-operation 
received by the* researcher in terms of illustrative material from 
nearly every agent. Finally the analysis of the promotional 
material received contributes to the development of certain 
conclusions about agents in Part VIII Chapter 1 which 
compares the potential range of applications (Parts IV - VI) 
with both a composite list of applications based on practical 
observation (Part VI, Chapter 4*2 and Part VII) of agents 
and the individual level of application.
Here the composite and individual point of sale material used 
by agents is examined.
A composite view (guided by range of potential methods discussed 
in Parts VI, Chapter 4.1 or 4.2).
Eleven agents in the sample employ some form of logo in their
promotional material. In general this logo features a globe 
and/or a plane, boat, coach and trair^ which, apart from any 
creative considerations, indicates some link with travel.
In general the agent's name is distinctively presented on
the publicity material which usually is one colour, sometimes 
in two colours. In a few instances there is a certain lack .
of consistency in the house style, theme snd content. This is
due to confusion about how to incorporate changes in branch 
numbers and also to changes in stationery which are not phased 
in a planned manner, leading to a variability amongst different 
promotion items.
The composite list: 
Stationery 1.
2.
3.
4.
5.
6.
Letter heading 
Envelopes 
Compliments slip 
Visiting card 
Itinerary
Circular sales letter
/
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7. Postcard
8. Franking 
Miscellaneous 1. Car sticker
2. Brochure sticker
3. Book matches
4. Leaflet
5. Plastic bag
6. Luggage label
7. Calendar
The variety of methods used indicate that agents are prepared 
to devote some resources both financial to produce them and 
manpower in order to develop appropriate material. In 
addition, the^choicesof point of sale promotional devices vary 
in their level of imagination particularly when compared to
the way the "touris\n product” could be segmented. Part VI,
4.1.3 showed the complexify of the ’’tourism product” extending 
beyond luggage label and plastic bags to the psychological 
approach attempted by Grace. (See below and appendix)
Specific Examples
A member of a large chain (Grace/Hogg Robinson; who have 
given permission to be named).
(i) Ticket wallet : This form of sales promotion is used 
by most agents who use this opportunity to stamp their agency 
name and logo on the wallet, sent out to their customers.
The agent uses this wallet in the usual house-style, to sell 
by orienting the company's services to the customer using 
phrases like:-
- ’’something you have been looking forward to receiving...."
- "now that your holiday and travel has been confirmed ...”
- "would like to explain a few important points ..."
- "... all part of the service from ...”
This example shous how a travel agent can segment his "product" 
by time - booking, confirmation, travelling etc. (See Part VI 
4.1.3). In addition, the above indicates how the different 
needs of the consumer may be satisfied i.e. not just the need 
for travel, but the psychological need of expectation, for 
example.
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The creative, active marketing approach is partly shown by 
the six important points explained by Grace Travel. Two of 
these attempts involve ..selUncj : customers complementary services 
- insurance and other facilities (car hire, hotel accommo­
dation). Indeed insurance is sold to the customer on the 
basis of "in your own interest".
(ii) Itinerary : This form, which is produced by several
agents, also gives Grace the opportunity to repeat their
selling attempts : "may we remind you to let us have your
instructions for; travel insurance, car hire, currency/ 
travellers cheques."
(iii) Postcard : Grace also provides customers with a
post-card to send back to their friends whilst on holiday. 
This simple idea se^ks to meet a number of objectives. It 
acts as a sales promotion gift to the customer providing a 
useful additional element to his "tourism product". It 
further projects the name of the company among existing 
and potential customers. It' provides an opportunity for 
the statement of the company's vocation (see Part \J )
’trace Travel Ltd is a large Travel Agency Group providing 
personal and efficient service together with superb value
in overseas holidays and all aspects of business, conference 
and group travel." It is worth noting that this datement 
is not as demand-oriented a statement of vocation as the 
promotion material which is produced by the company, liihat 
needed to be explained was what services are provided for 
the customer and why this "superb value" exists.
Finally the customer is sent "best wishes from all at Grace 
Travel". This personalised message aims at sending the 
customer away on holiday with some psychological boosting.
(iv) Hogg Robinson Newspaper : When Hogg Robinson took
over Grace Travel on 1st January, 1978, they began to 
produce a newspaper aimed at their target group, in order 
to expand their business. The extract from their first 
edition serves to illustrate not only their manner of selling
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services, but also how they explained to their customers the 
changeover in company name. They assured customers that the 
only change "is the name over the door". "Inside you’ll find 
the same friendly team, the same expertise, the same holiday 
and travel bargains." This newspaper excerpt continues to 
expand their idea of their business vocation by explaining 
to readers "the main aim is to give a truly professional and 
personal service on your doorstep."
The newspaper even includes selling lines such as "make doubly
surej Book your holiday with Hogg Robinson Travel Ltd." It
is worth noting that this form of sales promotion is used
both by multiple groups who produce their own newspaper and
individual agents who buy into a standard newspaper, by
overprinting their agency name on the publication’s front page.
v
All the abov^ refers to the front page vjhich also includes a 
promotional appeal for the public to use the company's "local 
Travel team, well equipped to help you solve all your holiday 
problems". "Their success relies on your booking next year’s 
holiday with them because of the way they help you this year". 
Again, an attempt to help attain greater customer loyalty 
and repeat purchase.
(v) Invitation : Hogg Robinson also employ the technique
of launching specific invitatiors to presentational evenings.
It is interesting to note that the near side of the invitation 
contains certain questions relating to the compilation of an 
accurate and useful mailing list. Chapter 3 in this part 
contains a concrete example of the immediate effect a mail 
shot coupled with a promotional evening can have on bookings.
(vi) Compliments slips, brochure sticker, voucher wallet : 
These three sales promotion vehicles show how a constant 
policy of using company logos and house style helps to re­
inforce the company image with its public.
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(vii) Ticket mallet : The appendix contains a different
form of the ticket wallet mentioned earlier. In addition, 
there is a polite but firm official reminder to settle the 
holiday and travel account.
(viii) Bon vofraqe slip : The attention paid by this company
to many details of the "travel product" is further 'exempli­
fied by the idea of wishing the traveller "bon voyage" (safe 
journey).
Further advice is offered in order to avoid confusion at 
their destination, as well as suggesting that in the case of 
any doubts, the customer is told not to hesitate to contact 
the agency and ask for advice.
(ix) Luggage label etc. : A further sales promotion device,
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shared with all other branches, consists of a luggage label 
which not only fulfills a useful functional purpose for the 
luggage-laden traveller but also enables the company fascia 
to appear. The opportunity is not missed to mention "our 
experience is your guarantee."
Another interesting device consists of a "welcome home" note 
which continues the idea of segmenting the "travel product" 
chronologically (see Part VI, Chapter 4). A formal attempt 
is made to retain past customers by stating "Ue hope that 
you've enjoyed your holiday and look forward to being able 
to help with your travel arrangements next time". This is 
particularly significant in the light of the low proportion 
of regular customers travel agents tend to have (see VI and 
VII Chapter 3.1).
(x) Competition : Once again, this sales promotion
method achieves more than one purpose. The idea of organising 
a competition to stimulate sales is not new in other fields, 
but in travel retailing it is relatively rare. The 
competition enables the company to achieve valuable market 
research information as well as promoting sales.
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The two questions comprising the competition are as follows:-
(i) "It is best to use a travel agent because"
(ii) "I book with Hogg Robinson because ....
The first question centres on the role of the travel agent 
in the industry and adds to the in formation gleaned from 
the literature survey (Part VI, Chapters 1< and 2) and the 
researcher’s awn field work on this subject (see following 
sections). In addition the questions focus on thB difference 
between enlarging the overall market, and enlarging market 
share (see Part IV).
(xi) Merchandising material : This travel agent also
invests in material which is used at the point of sale to 
merchandise its services. The RAMS publications discussed 
in Part VI, Chapter^ 4, pointed out the role, importance and 
scope of merchandising for the travel agent.
The three examples included here, show what can be done.
The selected rosettes are designed to guide the customer to 
companies that have been carefully chosen as the best by 
Hogg Robinson. This introduces a further dimension in the 
relationship between travel agents and their principals.
A self-service leaflet rack encourages visitors to the agency 
to "please take one", while a brochure rack heading clearly 
signposts the type of holidays sold at that part of the shop.
In this case, the holidays are segmented by season.
(xii) Publications for business travel : A segmentation
strategy is pursued through the use of another form of sales 
promotion which is a series of leaflets aimed at Business 
Travel, These Management Guides cover a number of different 
countries and are a service provided for business house clients. 
As Hogg Robinson explain on their overprinted leaflet Business 
Travellers Guide to World Public Holidays 1978, the Management 
Guides "reflect our desire to produce quality as well as 
economy for our clients and around them we have built a frame­
work of useful, sometimes vital travel information on each 
individual destination."
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(xlii) Miscellaneous : Free plastic carrier bags bearing
the Hogg Robinson fascia also proclaim that "our experience 
is your guarantee". 'This is another example of a sales 
promotion tool achieving two purposes - a functional aid 
for the would-be traveller; a suitable medium for promoting 
the agency and potential customers.
Another brochure produced for the agents, illustrates how 
Hogg Robinson segments the travel market. This booklet 
concentrates on the British Isles market and indicates what 
can be done by the agent to exploit this segment; hotels; 
sightseeing; package tours; conferences; exhibitions; study 
tours; meeting and assistance (transfers, interpreters, 
guides, car hire).
Further brochures qalled "Topic" concentrate on particular 
themes of customer interest, e.g. UoS.A., car ferries. The
brochures are peppered with selling lines designed to
actively promote agency services such as "ask us - it’s our 
job to know", "we'll show you the way". "Ids'll channel our 
efforts into getting you across."
Finally in the review of Grace/Hogg Robinson's sales
promotion activities, an article in RAMS News on duly, 1976
entitled "There by the Grace of seven years" comprises a 
discussion of their use of sales promotions as "the backbone" 
of their marketing policy. Bookmarks are provided by Grace 
with not only their own name but that of the appropriate 
principal. They are designed to keep the right place in the 
brochures and are called "holiday selectors" and have space 
for agent's notes.
Summarising, Grace/Hogg Robinson shows what can be done in 
practice with a little thought to use sales promotion tools 
imaginatively to communicate the services provided by the 
agency. In addition the intelligent use of copy and 
illustrations assists in the projecting of company*s image 
to its markets. Finally, the variety and content of the 
material discussed above plays an important role in the 
travel agent's creative, active selling activities.
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It is not only the agents from the large chains who develop 
good promotional material. Small independent travel agents 
even without some of the strengths of size and membership 
of a chain, have developed wide ranges of promotional material. 
As will be developed in Part VIII, marketing's application 
depends partly on the attitudes of the management of the 
agency towards their business, its problems and opportunities. 
Three agents of this type have been selected as examples.
The first agent had developed a distinctive logo portraying 
the four types of travel - air, rail, coach and boat - with 
the words "world wide travel service." This house style was 
reproduced on a wide range of promotional material. In 
addition to the letter and envelope heads, the agent produced 
a post-card to be sent to the client on arrival of his tickets, 
the franking of whifch contained the phrase "travel well!
travel .......  Ltd." Furthermore, material included also-
plastic calendars for clients which had promotional messages 
such as "a complete personal travel service " printed on the 
back. Other material consisted of luggage labels with the 
advice to travellers: "please lock your baggage and attach 
this label, and brochure stickers with the address of "your 
local travel agent." Finally the company printed a cardboard 
ticket in the house style of the agency.
The second agent produces his own tours under his brand name, 
which he prints onto ticket wallets. He then uses these 
ticket wallets as a promotion tool to accompany all tickets 
sent to clients. The wallet contains seven items aimed at 
providing useful information about complementary services 
provided by the agent as well as advice to travellers about 
their trip.
The contents of the wallet comprise firstly of a "holiday 
planning pocket book" published by Brandshare Ltd, with the 
assistance of A.B.T.A. and overprinted with the travel agent's 
own name. The contents of this booklet seek to cover many 
of the prospective traveller's requirements. There are sections
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on pre—holiday organising, health and first aid guide, 
luggage, packing check list, children on holiday, "on your 
way", "once you're there", shopping, food, "using that 
surplus energy", "how to say it", "if in trouble", "coming 
home".
This sequential approach to the holiday "product" ups dis­
cussed in Part VI, Chapter 4. The booklet's introduction 
underlies the merit of such advice - "Happy holidays begin 
here - and planning ahead brings any holiday closer."
Three other items given away by this agent in his wallet 
are: a Cooks travellers cheques booklet/order forms; customs 
advice to passengers regarding duty free allowances; a Health 
Education Council leaflet "advice to travellers".
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The final three items handed out free refer to the role of 
the A.B.T.A. agent in contributing to an enjoyable holiday.'
The first of these, entitled "six special reasons for booking 
through an official A.B.T.A., travel agent" is overstamped 
with the agents1 name. The six reasons are interesting to 
consider in context with the earlier analysis of travel 
agents'- role in the industry (Part VI, Chapter 2): - 
reliability; confidence; protection; knowledge; expertise; 
advice. The leaflet even ends on a "creative" note - "be 
more sure of getting away - book today?" The other two items 
are on the subject of holiday protection by A.B.T.A. to 
travellers using their members, and includes news of consumer 
protection available to travellers - Fair Trading Charter 
(Code of Conduct), Conciliation Service and Arbitration Scheme. 
This latter point reinforces the rise of consumerism forecast 
for the trade in this thesis (Parts VI and VIII).
The third small independent agent selected as an example uses 
promotion literature in the same distinctive house-style 
colour. The material covers ticket wallets ' with promotional 
messages such as "book your reservations early" and "our 
service, your pleasure" on the envelope. Preprinted postcards 
to advise customers on the agent's receipt of tickets and
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preprinted letters to remind clients of prompt payment of 
accounts are used in a very polite manner. All communications 
to customers including statements of accounts, contain a list 
of services provided by the agent at the bottom of the page.
1.2.2 Vocation (See Part V, Ch.4)
Following on from a review of the promotional material received 
from the travel agents in the survey, it is possible to list 
the various statements defining the agents* business vocation 
and slogans used by the agent toidentify their role in the 
industry. This is particularly revealing of bow the individual 
travel agent sees his business and the extent to which he 
defines his business in terms of customer requirements.
Most of the agents make some attempt to publicise the nature 
of their business tb their customers. Few make a reasonable 
success of this difficult task of stating their company,s  ^
aims in a market or marketing oriented manner. Below is a 
list of the various statements from the publicity material 
of the agents interviewed in the survey.
The concept of vocation as explained in Part IV has been taken 
to include slogans or promotional phrases that add flesh to 
the often very skeletal description of the business, contained 
in the vocation.
List of travel agency vocations and slogans
Land-sea-air (travel service)
Holidays and Tours .
air, rail and coach reservations, steam ship passages, travel 
insurance, foreign currency, passports and visas, theatre- 
tickets.
"for world travel and theatre tickets”
Grace(Hogg Robinson} - see detailed example "your complete 
service" etc. etc. + Appendix 2 (iii) Postcard.
"Agents for all airlines, shipping companies, tour operators 
and railways" "... for all your travel" "your local travel 
agent"
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"agents for all world airlines"
"international travel agent"
"travel centre"
"we have a very simple philosophy, if you have saved up all 
this time and money to go on holiday it is up to us to see 
that you do actually get a holiday"
"the power to organise great holidays by land, sea and air" 
from agentte own brochure - "every year we try to introduce 
to our passengers new destinations .... in compiling this 
brochure, we have given our closest attention to ensure 
that your holiday with us will be a happy and memorable 
one"
"world wide travel service" etc. see detailed example +
Appendix 2. -
"travel service" and from the voucher wallet in "some of the 
services; inclusive tours; international travel; personal 
and baggage insurance; British overseas rail tickets; 
packing; shipping and forwarding; motor coach tours and 
travel; air bookings and charters; party travel and outings; 
sea passages and cruises; hotel accommodation; travellers* 
cheques; foreign currency; passports and visas; car hire; 
sightseeing."
"inclusive tours; air, sea, rail, theatre and car ferry 
bookings - specialists in individual itineraries."
" - for travel, the people you can trust" "world travel service" 
"personal and courteous service, no booking fees + 25 years 1 
experience"
"specialists in holiday and business travel"
"make your leisure our pleasure"
"for holidays by air-rail-road-coach-sea around Europe and 
further afield call and see us’1 - "School parties - private 
groups - social clubs - let us arrange your requirements 
for British and continental holidays."
"agents for all leading tour operators and rail, air, sea and 
coach companies"
"holiday and travel service"
"agents for railways, air and shipping lines" 
from an agentfs leaflet: "appointed agents for every major 
tour operator. Expert and personal attention with every 
booking. We can arrange visits to your family and friends
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all over the world. We know the cheapest air fares.
Specific advice.
What seems to emerge as a "consensus vocation" is a reference 
to travel service accompanied with a reminder of the main 
forms of travel. Further phrases attempt to assert the 
expertise and experience of the agent and hence his'- ability 
to advise customers. The self-evident fact that agents 
represent various principals often receives prominence in 
promotion literature. What receives less attention are the 
more consumer-oriented statements focussing1 on meeting the 
needs of the would-be traveller.
1.2.3 Marketing Information Systems
Market Research : One small independent travel agent
sends every "client" a stencilled letter on their return 
from their holiday hoping that they now feel "refreshed" 
and having enjoyed their stay away from home. The letter 
goes on to point out that "more than 9 0 %  are wholly satis­
fied clients" - which implies a possible maximum of one 
in ten clients are not completely satisfied] Nevertheless, 
the letter then aske for feedback both concerning what the 
client might like next year and what deficiencies he 
experienced in the current year. The reason given is to 
bring these deficiencies to the attention of the contractors 
and hoteliers so as to eliminate problems and improve service 
for all.
The letter is accompanied by a simple form listing air-travel 
arrangements, hotel, meals, tour operators' representative, 
service at place of booking and asking the client to rate 
these good, average or bad. There is ample space for 
comments. Although this research is very simple it helps to 
establish some formalised feedback from the customer.
A more detailed form is sent to returning customers by an 
agent as a member of a large chain in the form ef a reply- 
paid card to the "customer relations service" section.
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1. Where did you book your previous holiday? x/other agent/ 
direct with tour operator.
2. Why did you book your holiday through x?
3. Was our office difficult to locate? easy/fairly easy/ 
difficult.
4. Was there 'sufficient choice of holiday brochures avail­
able? yes/no.
5. Where did you buy your Travellers Cheques? not at all/ 
my bank/x/other travel agent.
6. Were our counter staff helpful and efficient? good/ 
satisfactory/poor.
7. Where did you buy your Foreign Currency? not at all/ 
my bank/x/other travel agent.
8. Will you jDook your next holiday through x? yes/no/ 
possibly.
9. If the answer-'to 8 above is NO or POSSIBLY what can we 
do to help you change your mind?
10. What other service would you like to have available at 
x?
This shows what can be done to design a market research 
questionnaire for a retail travel agent's marketing information 
needs. Questions 9 and 10 in particular show the potential 
for an active marketing approach.
Record keeping : Host agencies keep some form of records,
if only for tax purposes or because their principals require 
it. Some prepare quite detailed records as an aid to the 
management of their businesses. However, the researcher found 
that in certain cases, even computerisation of records did not 
necessarily lead to an efficient use of the information (see 
Part Y/II, Chapter 3.2). What seems important is why the 
records have been created, whether there is a genuine need 
for the information and whether it can lead to tangible 
improvements in agency performance. Finally, the individual 
responsible for using the records is a vital element in the 
system. If he is lacking in time, experience, ability or 
motivation, the full potential benefits of record keeping may 
not be realised.
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bJhat is needed for an effective marketing information system 
is a systematic approach to the collection, treatment and 
application of data (see Part IV, Chapter 3 ).
1.2.4 Selling
One criterion which indicates how creative (active) or passive 
the individual agent is concerning his marketing activities 
is the extent end type of selling undertaken. Two agents 
have been selected from the material received, that show how 
active selling can be applied by the agent. The particular 
technique used is that ofacircular sales letter although 
each agent uses this in a different manner.
The first agent, an independent with category 2 turnover, 
had been sending out two types of circular letter. The first 
was sent to "Residehts" in the local catchment area with the 
aim of increasing the volume of new business coming to the 
agency. The letter began by asking whether the resident was 
thinking about a holiday or planning a business trip. If the 
answer was to be positive, the agency immediately put itself 
forward by saying "perhaps we can be of service to you".
The importance of geographical location was stressed by this 
agent in the second paragraph. It emphasized its High Street 
location, its proximity to other major towns and its easy 
parking. In the same sentence the slightly contradictory, 
even though interesting, information was given that "most of 
our business can be done by telephone" - thus relegating 
the locational aspects.
Furthermore, the third paragraph moved onto the selling point 
of the travel agency being owner-managed since 1969 
(emphasizing the long establishment). At this point the 
agent stated their main concern which was to "offer an 
efficient and personal service to our customers."
So far the letter has highlighted the way in which the agent 
has perceived itself in terms of its role; its main advantages 
from the point of view of the potential customer.
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The next two paragraphs go on to list out the agencies cowered 
by the agent as well as the other services that can be offered 
(car hire, travellers cheques etc). A sentence in capital 
letters emphasises: BY BOOKING THROUGH US ON THESE SERVICES 
THERE IS ABSOLUTELY NO ADDITIONAL COST TO YOU.
The letter ends on another question ’Is there something we can 
do for you?". Thus stressing the eagerness of the agent to 
seek out new business. The final phrases focus on action:
"Call and see us" or "Give us a ring, we look forward to hear­
ing from you".
The second sales letter used by this independent agent to 
increase its business is specifically targetted to the potential 
new business house client, and aimed to show the advantages of 
opening an account with the Agent. Once again, locational 
factors are stressed. Speed in ticketing is shown by ex- 
directory telephone to bypass peak holiday booking periods. In
cases of extreme urgency the agent undertook personal delivery. 
A.B.T.A. and I.A.T.A. membership was pointed together with 
the ability to issue tickets which flows from this membership.
The penultimate paragraph identifies the main objective which 
is "to offer you a personal service second to none, and where­
ver possible to save you money within the rather complicated 
fare-structures of the scheduled air services."
The last paragraph is split into two parts, the first thanking 
the Company executive for reading the letter even though he may 
either be among the few with little need for travel, or already 
has a satisfactory arrangement with an agent. The second 
part puts the more optimistic and constructive points that the 
agent would be delighted to hear from the client if he feels 
that the agent can be of service.
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The other travel agency by contrast, is a large member of 
a large multiple. The personalised sales letter had the 
different aim of increasing loyalty amongst past customers 
and increasing the repeat purchase rate i.e. a holiday 
booking the following year. The letter, timed to coincide 
with New Year greetings, expressed the hope that the last 
holiday was entirely satisfactory and it encouraged the 
customer to use the agency's services again.
The letter attempts to establish the agency's U.S.P.'i- unique 
selling proposition - by highlighting the wide selection of 
holidays available, all under guarantee. In fact, a holiday 
newspaper produced by the chain of agencies gives further 
details.
Moving to encouraging action by the reader of the letter, 
the agency points gut that the brochures for the forthcoming 
season are "here, waiting for you", ■ , the range being very 
wide to include alternative holidays all over Britain. "For 
any type of holiday or any travel or other booking, you can 
always rely on us for experience and service".
The letter ends with an invitation to telephone the manager if the 
client has not yet fixed anything. The personal approach of 
the letter continues with the assurance that the customer 
will receive "immediate attention as a personally invited 
customer". A final incentive is given in the form of a 
customer discount voucher entitling the holder to buy a travel 
bag at a special bargain price.
The reason these sales letters have been explained in detail 
is because of their relevance to the thesis. They indicate 
how selling techniques can be applied by the agent for 
relatively little cost and relatively little effort in time.
The contents of the letters discussed above show how they can 
be used as a vehicle for a number of marketing strategies; 
segmentation (business houses; geographical (catchment area)); 
increase customer loyalty to the agency; product development 
(car hire, travellers cheques, holidays in Britain); 
diversification (selling travel bags); increase market share.
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Clearly, the unenlightened agent will have difficulties 
in employing this technique, as he not only has to be 
willing but able in terms of knowing the strengths of 
his business and how to sell them to his market. If 
the first agent in Chapter 3* which deals with in depth 
case studies, had used this technique, a few of its 
problems concerning high loss of new customers and low 
number of regulars would have been lessened.
The four marketing techniques illustrated above have 
provided evidence of what marketing applications are 
practised by some agents. In addition, a composite view 
of all the agents* attempts at promotional material or 
defining their vocation has been presented to give the
reader an impressiqn of the entire sample*s endeavours
\  •
in certain areas.
These four aspects of marketing represent a cross section 
of marketing activities for the travel agent. Promotion 
and selling are both elements of the marketing mix which 
is a basic element of marketing management. The business 
vocation is a necessary stage in the analysis of the agency*s 
marketing role in the market and itself helps define 
marketing strategies e,g, segmentation, product development. 
Similarly, the example of marketing information systems 
is essential to the successful development of marketing 
programmes by providing the necessary, continuous flow of 
marketing information needed for analysis, planning and 
control.
Furthermore the interrelated nature of these four selected 
marketing methods implies that an agent who already is 
heavily engaged in one would reap the full potential of 
the marketing tool if he employed the others. For example, 
the use of a marketing information system would greatly 
assist the mailing of both sales and promotional material 
to actual and potential customers. In addition, a clearly 
defined vocation could be reflected in the way the agent 
expressed himself through his promotional and sales literature,
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as well as providing an impetus for his marketing research.
The importance of this section lies also in the lessons to 
he learnt for the trade, particularly the travel agents.
Part VIII reminds the reader of the evidence presented here 
that marketing is applicable, if applied by a variety of 
agents in a variety of ways,
1.3 SOME KEY QUESTIONS ANALYSED
The previous section illustrated the advantage of focussing 
attention on specific detailed examples of marketing 
applications by individual travel agents. It showed what 
marketing activities lie within the grasp of the travel 
agent, irrespective of his size or independence.
This section however seeks to transmit the main findings 
of the questionnaire survey, itself spanning more than 
eighty questions administered to thirty-two agents. Appendices 
3 and 5 in particular give the reader a complete presentation 
of the answers both to the open and to the closed questions. 
The appendices permit the reader to review at a glance the 
individual answers both question-by-question and agent-by- 
agent.
In order to highlight the main findings as they affect the 
development of the thesis, certain questions have been 
selected from the survey to provide a representative picture 
of agents' marketing applications. It should be remembered 
at this point that the thesis is concerned primarily with 
the applicability of marketing to travel agents. In 
particular, it is of interest to ascertain the current level 
of application, in what form, and the reasons for the level 
of application. In addition, the thesis seeks to establish 
what factors are associated with the level of application 
of marketing by agents.
In the light of the research objectives, defined earlier 
in Part III, the thirty-two agent survey sought to test
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certain ideas and to generate new insights into this 
field.
It is with reference to the above that the key questions 
have been selected. These cover both the marketing and 
the general aspects as presented in the questionnaire 
itself and the corresponding appendices. The questions 
have been chosen for their contribution to the thesis 
arguments and their importance in understanding agents* 
marketing behaviour.
More specifically, the selection of key questions relates
to the later analysis of the thirty-two agent survey
developed in'7,1.5** This means that the key questions
analysed here reflect the importance also given to these . %
topics in the list of ”20 marketing oriented questions” 
chosen to rank the thirty-two agents according to their 
marketing orientation.
Furthermore, the cross classification study in 7*1.5* 
also relates to the choice of key questions discussed 
here. Several hypotheses concerning agents* marketing 
behaviour were made and the study sought to test for 
significance between different factors.
Summarising therefore, the 80 plus questions have been 
reduced to a number of key questions that serve to both 
clarify and typify the marketing behaviour of agents.
These key questions cover a reasonably high proportion of 
the total questions put to the sample. In fact the majority 
of the questionnaire is referred to either directly as in 
the case of marketing's definitions or indirectly as in 
the case of the detailed attitude scaling applied to 
questions such as the reasons why marketing did not apply 
to their business,
1.3*1 Marketing Questions
Does marketing apply? (questions 15 - 26 incl.) :
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Twenty-one agents thought marketing applied to their 
business. The answers regarding the reasons why certain 
agents felt marketing did not apply are summarised below.
From the open ended questions, the three main reasons that 
emerged were:-
1. Word of mouth replaces the need for marketing,
2. The agent knows his market already,
3. Success depends on staff and/or location (not marketing).
It would appear that the minority of agents who felt 
marketing was not applicable, believed marketing to be 
primarily concerned with either promotions (e.g. word of mouth) 
or market research (e.g.knowing market). In addition, an 
imprecise knowledge of marketing^ scope or role in business
. K''
which is shown above also affected their awareness of 
marketing1s contribution to the agency*s success.
The replies to this open ended question reveal the attitudes
and opinions of the owner managers which are determined by
their background and experience. These answers represent 
the immediate reaction to the question. To gauge a little 
more closely what the respondents felt about a given range 
of possible reasons for marketing*s non applicability to 
their business, attitude scaling was applied to a series 
of closed questions.
From the closed questions, (see questionnaire in Appendix) 
the following conclusions concerning agents1 attitudes 
were made:
1. Not one agent felt that they were too small
- that they lacked time
- that they lacked money.
2, Most agents agreed that the reason was that principals 
were performing marketing activities instead of the 
agent.
It can be seen from the above that, in the agents* own
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opinion, size was not a constraint to the application 
of marketing to their business* Furthermore, the agents 
generally did not feel that time or financial constraints 
could he said to bar marketing’s application to their 
business. What seemed to explain their position was 
their attitude concerning their role in the industry.
They believed that principals were carrying out the active 
role of marketing travel to the public. This has important 
implications on principal/agent relationships and travel 
agent passivity both of which are discussed again later.
What do yon understand by the term "marketing”? (questions 
27 - 34 incl.) :
Linked to the agents* perception oif marketing’s applicability, 
is that concerning the meaning of marketing itself (very 
few had admitted being unaware of marketing’s role, with 
reference to the last questions).
The meaning of marketing (unprompted) :
When the agents were asked this question, nobody supplied 
the ’’textbook definition” (satisfying the consumer profitably), 
unprompted. One travel agent, however, said he understood 
marketing to be ’’satisfying customer wants”.
This finding suggests that at least in a formal sense, the 
awareness of marketing was very low. The unprompted answers 
are the most revealing of their state of knowledge on the 
subject. The absence of cues led to a wide variety of 
answers.
The apparent contradiction between the ignorance of marketing 
displayed here and the ability to answer the previous 
questions on "marketing” application, might be resolved by 
the suggestion they felt confident that they knew what 
marketing meant.
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The full list of actual definitions given by the thirty-two 
agents, appears below as it is revealing of the extent of 
awareness as well as providing some basis for understanding 
their attitudes and misconceptions,
A review of the answers given confirms the general 
pattern of response to marketing in the questionnaire.
Firstly, advertising is most frequently associated with 
marketing in the definitions. Secondly, it is selling 
which is the next most commonly associated marketing activity. 
Both these activities are frequently equated with marketing. 
This was also the case with the product (including "goods" 
or "service") which was mentioned in 7 definitions.
Finally, what is noticeable from these unprompted responses
\
is the rare mention of research, resources, customer response 
and profit. These are key aspects of the marketing concept 
(see also Fart IV),
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List of actual definitions (open) unprompted
Agent 
No.
1 Blending product to the needs of the customer
2 Get it before the public
3 Research potential for future markets
4 "not sure", advertising
5 Advertising/selling - put out to the general public
6 Specific promotion, knowing marketing image
7 Selling and advertising/public relations
8 Selling to the public
9 Packaging
10 Sell the product
11 Extension of personality/reputation/enthusiasm to the 
public
12 NA
13 Advertising
14 Sophisticated selling
15 Ensure people aware of products
16 Maximise use of resources to get point across to public
to get the right response
17 Projecting your image
18 Judge market trends - promotions
19 Advertising of service to the public
20 Advertising
21 Individual service
22 Leaflet/promotion
23 Organisations - presenting to the public, as a result 
make a profit
24 NA
25 Way we attract customer/selling
26 Present goods
27 NA
28 All advertising media - seeing clients
29 Aggressive/advertising/ selective selling
30 Studying consumer wants, explaining the offer
31 Hard sell of product and knowledge
32 Advertising
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The meaning of marketings: (prompted)
Scaled answers :
In addition to the open ended question,the answers to 
which are noted above, the attitudes of the agents were 
probed further by asking than to quantify their views*
Each of the options listed in the appendix under this 
question were subjected to attitude scaling from 1 to 5#
The conclusions of this attitude scaling appear; below 
(where the scores and corresponding rankings are compared 
in the following way):-
1. Unprompted answers (codified),
2. Prompted-answer first choice without scaling (simple 
frequency of response),
3. Prompted answer first choice as a result of scaling,
4. Prompted answer scores and ranks as a result of scaling 
all options.
Ibis permits an analysis of shifts in attitudes depending 
on whether open or closed questions are given.
Summary of the Findings
The main conclusions are summarised below:-
1. Low level of understanding, especially unprompted - 
even with prompting only 7 picked the right one,
2. "Selling” is the popular conception (on prompting),
3. Unprompted, marketing is thought most often to be 
"advertising",
4. Marketing research least often associated with marketing.
5. The switch in answers given to "what do you think 
marketing means" is very noticeable depending on: 
prompted or unprompted
scaled or unsealed
6. The reasons for this lack of consistency in response 
are likely to be due to either ignorance, forgetfulness 
or uncertainty.
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Linked to the agents1 attitudes regarding marketing's 
application and its meaning are their views concerning 
marketing research, 'Phis activity, as stated previously, 
provides a necessary basis for a marketing information 
system which is crucial to systematic marketing.
Marketing research (questions 56, 57 and 62 - 66 inclusive)
The general picture that emerges is of little marketing 
research activity mainly explained by "a lack of time" 
or need. As the reasons given by the twenty-eight travel 
agents have important implications for Part VIII, they are 
set out in full below:
Bo you carry out a marketing research?
Yes 3
No 28
NA 1
If no, why?
Time reasons (t) 8
No need I3>
Money reasons (m) 5
Head office 3
I know it all 3
Cost greater than benefit 2
Common sense 2
I am too small 2
Unaware of marketing research 1
Too new on the market - no patterns yet 1
Bemand changing too fast 1
N.B, More than one answer from certain respondents.
Although lack of time did not appear to explain why some 
agents thought marketing was not applicable to them it 
does seem to affect their perceived need for marketing
research. Perhaps this discrepancy can be explained in the 
agents* perception of marketing research which is seen as 
being time consuming as opposed to marketing in general 
which is just seen as being in the province of the principals.
However, it should be noted that another frequent response 
reflected the lack of need felt by the agent for marketing 
research. Some of the reasons for this can be seen lower 
down the table, e.g. "I know it all11, "head office", "common 
sense" "unaware". What seems puzzling is that certain 
agents do not feel that either the recent arrival on the 
market or fast changing demand necessitate marketing 
research.
Although most agents carried out no marketing research the 
following answers suggested a general need for certain data.
What information would you most like to know about? s
A certain amount of concensus emerged with "the best way 
to promote my business (8) "where could further business 
come from" (6) and "what does my neighbourhood think of my 
agency" (5) in third place, as the most frequent responses.
There is an interesting contrast between this interest in 
promotion research, new business opportunities and corporate 
image of the agency and the passive role the agency will 
be seen to generally play. The answer may lie in the fact 
that although currently he carries out little promotion 
and new product development, when confronted with the 
possibility of receiving information, he is stimulated to 
respond positively.
In addition, despite Beaver*s and others* comments on the 
value of recording complaints/enquiries, agents do not feel 
the need to do so.
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Do you keep records on customer enquiries/complaints?
enquiries complaints
Yes 2 7
No 29 24
NA 1 1
12 32
Reasons :
It is worth noting the attitudes expressed in the form
of comments made "by agents:-
- too many ca-sual enquiries (even school children)
- too much effort needed
*
- questionable benefits '
- each complaint is followed through individually
- so few complaints
These reasons are connected with agentsr feelings of 
complacency, passivity, or lack of awareness of the cost 
effectiveness of this form of record keeping* Certainly, 
both enquiries and complaints can provide a source of creating 
new business by satisfying current and potential demand*
The two marketing activities which proved most popular, in 
terms of budget size, with agents were local advertising 
(16 agents) and public relations (4 agents) and this relates 
to the questions reviewed below* It is worth noting however 
that other promotion media proved to be among the least 
popular - point of sale displays; mail shot3; local leaflet 
distribution*
Promotion (questions 48 ~ 51 incl* 53* 55)
Promotion methods :
On average, 6*9 out of 13 methods were used in the past*
The current figure stooct of , 4.7* This illustrates, not 
only the small range of methods used in the past but also 
the modest number used presently* The most popular
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method was local advertising and, given the low 
expenditures noted, indicates a very restricted promotion 
programme.
It should he remembered at this point, that advertising 
was the most often associated with marketing, and relates 
closely with the agents’ own application of this form 
of marketing. Local advertising may be favoured either 
for economic reasons or because it naturally lends itself 
to the local agent’s hinterland.
Despite the lack of marketing research, agents felt they 
knew which method was the most effective - local 
advertising. -
This conviction abbut local advertising’s effectiveness, 
despite an almost total lack of formal control, typifies 
a lot of agency trading behaviour which relies on 
experience, "gat-feel”, flair or intuition, rather than 
formalised marketing systems.
The response to earlier questions showed there was a lack 
of marketing research coupled with the desire nevertheless 
to know more concerning what the neighbourhood thought 
about the agency. This would lead the reader to think 
that little attempt would be made to provide an image 
for the agency before the agent had assessed his status 
in the local community. In fact eighteen agents replied 
that they did follow a theme or image for their travel 
agency. This high proportion of agents may reflect the 
desire to project an image for the agency to the local 
community in order to establish the reputation locally, 
even if the necessary image study has not been previously 
conducted.
The theme or image usually was said to revolve around the 
travel agent as a local retailer of a service. The most 
frequently mentioned themes were: reliability; service;
individual attention; friendliness.
A lack of marketing orientation was indicated t>y the 
reasons given for the layout of the shop and choice of 
window displays. In many cases, the shop layout had not 
been changed for five years. The main reasons for shop 
layout were either space saving or security, neither of 
which is consumer oriented. A more marketing oriented 
approach to shop layout would focus attention on the 
customers’ needs e.g. comfort, personalising the service.
The theme for window display was also often lacking in 
marketing orientation and below the answers illustrate 
this finding.
How do you select your window displays? :
A
Agents in about haif the cases relied passively on 
merchandisers or their principals for selection of window 
displays. Only eight agents mentioned a positive marketing 
reason such as seasonality. .
Merchandisers 10
Principals 5
Seasonal 8
No special reason 8
Head Office 2
HA 3
H.B. More than one answer per respondent.
Given the importance of window displays as part of the 
travel agent's point of sale promotion, it implies an 
under-utilisation of the agent's active promotional role.
Relating to the selection of the window display, is whether 
the agent selected any particular theme for his window 
display. The window represents a crucial sales aid (see 
Part VI Chapter 4)#
Theme for Window Display
Eighteen of the agents displayed some theme in their window 
display. By far the most common theme centred around a
display concerning1 the agency's principals. In a few 
instances, the agent's interest in the merchandiser's 
display of a principal's services obscured his view of 
his own local market which in some cases did not match.
One example illustrates this frequent lack of market- 
oriented choice of display. One agent sampled was 
anxiously awaiting delivery of a miniature Concorde 
for his window display which, despite its interest value, 
had little prospect of promoting many sales in his 
hinterland.
Segmentation strategy : (questions 58* 59* 78, 79)
This strategy forms one important component of any firm's
marketing plan. The following questions sought to
A
discover whether the agent segmented his market and 
whether he did so with any consistency. The absence 
of research and low level of promotion were not encouraging 
signs.
Product specialisation :
Only eight of the agents specialise and then usually on 
the basis of age and type of activity sought by the 
customer. This contrasts with the potential scope for 
specialisation given the complexity of the "travel 
product". (See Part VI 4#l).
This small number of agents who have specialised in their 
product range is also reflected in their business mix 
mentioned earlier, which showed the relatively minor 
importance of business travel or own tour operating in 
travel agency turnover.
Customer classification :
Fourteen agents said they classify customers usually on 
the basis of age or income. From observation it was noted 
that several agents smiled when asked this question, which,
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on further questioning indicated to the researcher that 
another form of classification was made on the basis of 
spending potential or propensity to complain.
Thus it would appear that the agent finds it easier to 
classify customers than to specialise his product range to 
match his hinterland, and its segments. This lack of 
consistency is to be expected when the agency is not 
systematically applying marketing.
Linked to the agent *s segmentation strategy is the way 
in which he perceives his marketing activities compared 
to the actual or potential competition.
Main competition :
•A
Fourteen agents feit that other local agents provided the 
main competition i.e. fighting over the same cake rather 
than expanding the market.
Eleven agents took another view - either other local shops, 
other expenditure or saving - which indicated a more 
creative perception.
This relates to passivity of the agent, in terms of his 
perceptions of competition and market share which are 
seen in the narrow terms of other agents not consumer 
demand generally,
1,3.2 General Questions
Problems (questions 1 - 8  incl.) :
This series of questions had been included in the survey 
to indicate how the individual agent saw his problems 
over time. This gives a general indication of which 
provided the biggest obstacles to his success, and which 
gave the least trouble. In addition, the agent was asked 
to predict the future development of his business and 
its problems.
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This comparative analysis over time sets the scene for the 
later questions in the interview which explored what the 
agent was doing and why.
1. Relative importance of external, -uncontrollable factors 
(economic climate - See Chapter VI, Chapter i). Though 
this is important, it is outside the influence of the 
agent, who nevertheless remains preoccupied with these 
factors rather than those which might be within his 
control,
2, ’’Knowing what my customers want” was expected by the 
researcher to be a problem, however this was rarely 
mentioned'either as a serious or a small problem.
The reasons fo't this could be either:
a, unaware of consumer needs (not marketing oriented)
b, feel that this is known (not marketing oriented)
c, the agents do know consumer needs (marketing oriented)*
Given the level of marketing research, (a) seems the 
most likely, and given agents* attitudes to marketing 
applicability to their business, (b) seems possible.
Following the analysis of factors affecting the travel agency 
in a negative sense, interviewees were asked about the key 
factor affecting success and how they judged a good year 
for their business. This would indicate not only the ' 
criteria most often used by the agent, but also how he 
measured this.
Key factors influencing business success (question 9) s
Nearly 5 of agents mentioned staff as the key to success, 
and this factor together with the related one of service 
amounted for two-thirds of the replies.
Staff
Service
Economy
Disposable Income
13
8
6
1
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Satisfied clients
Weather
NA
This underlines the importance attached by the agents 
to personal service which is an important element of travel 
retailing. However, it is noticeable that only one of 
the thirty-two agents mentioned satisfied clients.
Judge of good year (question 10) :
Agents when asked how they judge if they have had a good 
year, generally mentioned turnover. Pew agents mentioned 
targets or budgets as a basis for judgement, two agents
even said they relied on their accountant to tell them 
if they had had a good year. Profit was mentioned only 
by seven.
The full answers are presented below:
N.B. More than one answer per respondent
Although turnover is an important indicator of success, 
comparatively few agents defined success in terms of 
performance against some form of target or budget. 
Furthermore the need for enlightened marketing management 
to be aware of the agency's profits and profitability was 
lacking from the majority of agents.
Turnover
Profit
Target
Budget
Break even
Accountant
PAX
Bookings 
Enquiries 
Repeat business
19
7
6
4
2
2
2
1
1
1
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Linked to the above is the extent of record keeping under­
taken by the travel agent, which has been previously 
stressed as a "vital condition" for successful marketing. 
Even if the principle of record keeping is accepted by 
agents, which records are kept, how regularly and which 
are regarded as the most useful?
Record-keeping 
Profit records
When asked which records were the most useful to the travel 
agent in managing his business, only four agents mentioned 
profit. This would seem to be very low given the importance 
of knowing the profitability of the business (see also 
Part IV Chapter i), but is consistent with the earlier 
responses. The most frequently mentioned answer was 
turnover (T/O) which accounted for half the responses. 
Records for principals (PL) and clients (CL) accounted for 
a further eight responses. This suggests that far from 
initiating a profit-based information system, the agent 
often records data in response to principals1 or 
governmental e.g. tax needs.
This passive approach to profit record keeping is further 
exemplified by the lack of importance shown by the twenty- 
two agents who replied to the questions on the frequency 
of record maintenance. Only two out of twenty-two agents 
replying kept profit records on a weekly or daily basis.
Hailing list
Only nineteen agents kept a mailing list and this despite 
the sales promotion importance of this marketing activity 
as shown earlier in the thesis e.g. Part VI Chapter 4#
Four agents used them only once annually and three only 
twice annually. At the other extreme, only three agents 
used their mailing list as frequently as bi-monthly. This 
low level of marketing activity in respect to mailing lists
contrasts with the potential to be gained from exploiting 
agency records as is analysed in Chapter 3 of this Part.
The role of perception in influencing attitudes emerges 
from a consideration of the role of travel agent as the 
agent himself sees it (Chapter 2 records the views of 
principals on the topic).
Role of travel agent (questions 67, 68 and 69) :
A definite pattern emerged from the answers to the trio of 
questions on the travel agent's role in the industry. The 
table below compares answers to the four most popular views 
of their role extracted from the questionnaire. One of 
the main conclusions is that the travel agent perceives 
himself as a travel, consultant whereas he thinks his 
principals see the travel agent as taking and processing 
bookings.
Tour
Self Operator Carriers
As providing a suitable place 
for purchase 2 9 4
As taking and processing 
bookings 5 15 13
As creating new business 3 3 5
As providing a travel 
consultancy service 18 JL
28 26 23
This clear pattern of response suggests that despite 
evidence of low marketing orientation and passivity, the 
travel agent sees himself in an active, creative role.
The later sections of this thesis explore further why the 
travel agent does not appear to live up to his self image.
Furthermore, the principals are seen as regarding the 
travel agents as either providing a suitable place for 
purchase or filling the role of taking and processing
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bookings. This attitude influences the opinion of 
agents expressed earlier in relating to marketing’s 
applicability to travel agents. With over 80% of agents 
perceiving tour operators as casting them in the mould of 
passive retailer, there could be an element of conditioning 
by principals - conscious or otherwise. It is interesting 
to note at this point, that principals themselves wovild 
prefer agents to be more active and creative (see Chapter 2),
The conclusions that emerge from this analysis of the key 
questions of the thirty-two agent survey suggests that 
the travel agents exhibit a low level of marketing 
orientation as well as being passive in their marketing 
approach,
Tiie low level of marketing orientation can be seen from 
the responses to the questions on: application of marketing,
meaning of marketing, promotion activities, marketing 
research.
Related closely to the above, is the passive nature of 
their marketing behaviour. The appendix shows the low 
financial level of their promotion and training budgets,
Hie number of methods used in promotion is declining. Their 
view of the relevance of marketing shows signs of an 
acceptance of their principals1 view of the passive nature 
of their role. Furthermore, their segmentation strategy 
and point of sale do not suggest a creative marketing 
oriented approach to the business,
Tiie pattern of answers, which is further analysed in 7*1#5* 
reveals both a consistency in tenns of what is not being 
applied and an inconsistency in some of the attitudes shown.„ 
For .example, they seem aware of tiie most effective advertising 
method (question 50) yet the consensus answering question 
66 wish to find out the best way to promote their business.
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1.4 OBSERVATION
In addition to the personal interviews carried out with 
the travel agents, the researcher intended to collect as 
much information about the agent’s marketing behaviour 
by considering supplementary sources 'of data.
Section 1,2 considered the promotion literature of 
individual agents. This included their stationery, as 
well as examples of sales letters, market research, 
information systems and how agents defined their vocation.
The research of marketing’s application by agents is 
extended by adding the findings of observation by the 
researcher. Appendix I shows the- type of information 
noted by observation as indicated by the last page of the 
questionnaire.
The main conclusions of this phase of research are 
summarised below.
Shop layout : Appendix 7 contains information recorded
from observation on the extent of desk versus counter 
layouts (40:60 ) as well as the number of different 
principals’ brochures on display(average 100), This 
suggested that the personal service considered important 
by agents and perhaps more appropriate to desk than 
counter was only used by the minority. In general the 
number of brochures on display was representative of 
the range.
Window display : inconsistency was noted when the
observed theme of window display was compared to the 
answers given (see Appendix rj)f which could suggest 
uncertainty or confusion by the agent concerning what 
currently is displayed in his window. (No records of 
window display changes were generally kept)
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Location (c.f. geographical factors in Part IV, 4.1 
and Part VI, Ch, 2)
Primary/Secondary/In Store : the summary of these
factors has already been discussed in the opening section 
of this Chapter, In addition, however, observations 
yielded the following information:
Neighbouring shops Key : 1 2 3 4 5
5 7 X 8 9
Agent
General conclusions serving as a guide,
1, Prom 9 neighbours
About 40% are <jther services : Estage agent 8
Bank 7
Building soc, 4
No travel agent among 9 neighbours (except one case). 
No grocers except one tobacco/confectionist 4
- shoe shop 7
2, Immediate neighbours (7 a^d 8)
Building society 4
Restaurant 3
Ladies shop 3
3, Next nearest neighbours (6 and 9)
Television 4
Estate agent 4
Ladies shop 4
Furniture 3
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4. Composite near neighbours (6, 7, 8 and. 9)
Ladies shops 7
Television 6
Restaurants 5
Estate agent 5
Furniture 5
Motorists 4
Despite the variety of neighbouring shops the travel agents* 
perception of competition is primarily in terns of other 
agents.
Age of respondent (estimated)
6 \mder 40 (Agents No: 4* 6* 9* 14* 16, 26),
17 40-50
9 over 50 years (Agent*s No: 1, 2, 5, 13* 18* 20, 23* 29, 30)#
Agent *s shop front signs : . Generally none are used.
CONCLUSIONS
Having examined the results so far, the general conclusion 
that emerges is one of a group of travel agents (32) that 
are observed to display many of the characteristics of 
organisations that are not really marketing oriented. Many 
of the 80 questions answered reveal a lack of awareness 
of marketing and its implications, and a certain apathy as 
regards level of marketing activity both in terms of 
planning and strategy making but also in terms of resources 
devoted to the area.
In order to explore further the level of marketing orientation 
among the agents surveyed, twenty questions were selected from 
the main body of the questionnaire and each of the 32 agents 
subjected to a ranking according to how the questions were 
answered. Furthermore, in an a,ttempt to look for possible 
patterns in the responses to the survey by the 32 agents, a 
number of cross classifications of answers was undertaken and 
the results subjected to hypothesis testing to determine 
significance,
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It must be stressed once again at this point that the 32 agent
survey was seeking primarily to reduce the bias inherent in 
questionnaire design and implementation using a sample. However, 
in that respondents-agents were randomly drawn from the general 
population of the area, the sample of observed agents will be 
subjected to small sample significance testing. Again, the 
conclusions to be drawn from this method of analysis are intended 
to relate specifically to the areas of the sample i.e. E. Anglia 
and S.E. England. Furthermore, the 32 agent survey must be put 
in perspective as it represents only one, though an important 
source of information for the thesis. The other sources include 
survey of principals, travel trade personalities’ interviews; 
in depth case studies concerning agents; extensive desk research.
Selection of twenty marketing oriented questions : In part IV
Chapter I, the researcher concluded that the essence of marketing 
consisted of three elements; consumer orientation; systematic 
approach; financial objectives. In order to proceed to some 
ranking of the 32 agents, it was necessary to select questions 
which would be most indicative of the agents’ marketing orient­
ation in terms of the three elements mentionad above.
As can be seen from the table below; thirteen questions were 
selected in the first category, six relating to the second, and 
one relating to the financial objectives in terms of performance. 
This choice of twenty questions assured tweniy ’’marketing 
oriented" answers (see table below). These answers were all 
weighted equally in order to arrive at an impression of the 
level of scoring among 32 agents. I
The 20 "marketing oriented" questions/answers
A CONSUMER ORIENTATION 
General
1. Marketing applies to the agency business (Yes)
2. Marketing meaning — unprompted (Satisfying the con­
sumer profitably)
3. Marketing meaning - prompted
4. Perception of competition (other local shops, 
clients' saving, other 
expenditure).
u n it
5. Perception of self-role in industry (travel consultant)
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Promotion
6. Number of promotion methods used 
currently
7. Theme/image for agency
8. Window display choice
9. Theme for window display
10. Promotion budget
(0.1 per method - .
maximum of 10)
(Yes)
(Seasonal, attention, 
special promotion)
(Yes)
(£250p.a. or more).
Product
11. Product specialisation
12. Client classification
13. Product mix
(Yes)
(Yes)
(Business house + own 
tour operating 1 0 %  or 
more of total turnover)
B. SYSTEMATIC APPROACH 
Record Keeping
14. Profit records
15. Mailing list
16. Enquiries recording
17. Complaints recording
Marketing Research
18. Marketing research
Forecast/Tarqets/Budqets
19. Oudge of good year
(Yes)
(Yes)
(Yes)
(Yes)
(Yes)
(Budget/target)
C. FINANCIAL OBJECTIVES
20. Performance (employees’ growth of 
turnover of employee net inflation)
(increase)
Scoring and ranking of the 32 agents : Although the scoring
of the agents is influenced by the choice, interpretation and 
weighting of the questions and answers, the overall pattern that 
emerges is relatively clear and tends to confirm the earlier 
desk research on published material concerning the level of 
marketing among firms. It also underlines the other field 
research that will be discussed later in this part, particularly
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that relating to interviews with principals and travel trade 
personalities. From the table below the pattern shows a low 
level of scoring with only half the agents scoring over half 
marks. In fact the top mark was only 14, but of interest is that 
this mark was scored by a small and independent agent. Seven 
scored under 6.5 marks. Since a fully marketing oriented agent 
would be expected to answer positively to all of the 20 questions, 
a score of less than 20 is not indicative of a marketing oriented 
agent.
Mo. of Agent Score Rank Mo. of Agent Score Rank
1 8 .3 17 17 1 1 .9 3
2 7 .3 20 18 1 4 .0 1
3 - 9 .4 14 19 6 .8 24
4 8 .3 17 20 1 1 .9 3
5
..i
3 .2  v 31 21 9 .3 15
6 1 1 .8 5 22 1 0 .6 6
7 9 .6 10 23 7 .3 20
8 5 .4 29 24 1 0 .5 8
9 6 .1 28 25 6 .3 27
10 9 .5 11 26 6 .4 25
11 1 2 .7 2 27 7 .3 20
12 MA 28 7 .6 19
13 5 .0 30 29 8 .8 16
14 9 .5 11 30 9 .5 11
15 1 0 .6 6 31 6 .4 25
16 1 0 .3 9 32 7 .1 23
Two by two contingency tables : Having established that the
overall level of scoring amongst the 32 agents was low, an 
attempt was made to see whether these agents exhibited any 
patterns, consistency or relationships concerning their marketing 
activities. Certain findings specifically relating to marketing 
were subjected to the Null Hypothesis that no evidence of any 
association exists between 2 factors. Fisher's Exact Test was 
used at the 95%  confidence level because this test is best suited 
to samples yielding two by two contingency tables with individual 
cells having expected frequency of less than 5. The two tailed 
test was applied in the absence of firm indications that a 
relationship lay in a particular direction.
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A computer program was written to apply this test and in 
Appendix 12 the reader will find the full printout of the five 
cases in which the Null Hypothesis was rejected i.e. there 
was some evidence of a relationship. The computer print-out 
shows all the possible cross classifications given the marginal 
totals, including the actual cross-classifications observed 
from the 32 agent survey. These cross-classifications have 
been arranged in decreasing order of extremity from the ex­
pected pattern. The computer calculates the probability of 
each case occurring given the particular margin totals. 
Cumulative probabilities are then calculated and the Null 
Hypothesis is rejected if the cumulative probability is less 
than 0.05.
Hypothesis testing was carried out in seven main areas:-
-i
1. Travel agent location
2. Performance of the travel agent
3. Meaning of marketing
4. Application of marketing perceived
5. Consistency of specialisation
6. Small travel agents (See also Part VIII, Chapter I).
7. Independent travel agents (See also Part VIII, Chapter I).
Travel agent location : The intention was to explore the
possibility of any patterns existing between the location of 
the travel agent and certain marketing factors that would be 
thought to be related.
Three elements of travel agent location were taken : primary
(High Street) versus non-primary; distance from nearest travel 
agent (under or equal to 100 metres versus more than 100 metres) 
distance from nearest principal (under or equal to 20 miles 
versus more than 20 miles).
These three elements serve to classify agents by the quality 
of their location and their proximity to competition (other 
agents or local principals). Each of these elements was taken 
and the agents broken down into two categories e.g. agents with 
a primary location, agents with a non-primary location. Each 
of these categories was cross-classified with a number of 
performance indicators to see whether performance was related 
to location. q-zq
The performance indicators comprised of: turnover; employees;
turnover per employee; change in turnover composition.
Furthermore, location was cross classified with answers relating 
to specialisation; mailing list; choice of window display; 
window display theme; agency theme or imagejextent of hinterland; 
perception of competition.
With one exception that will be discussed later, no evidence 
was found (the Null Hypothesis was rejected) to relate location 
of the agent with performance or degree of specialisation.
Performance of the travel agent : With no clear pattern emerging
with regard to travel agent location and performance nor degree
of specialisation, the researcher analysed the potential 
relationship between certain indicators of agency performance 
over the period under investigation (1970/1 to 1975/6) and 
record-keeping, specialisation, general perception of problems, 
meaning of marketing, marketing application. Estimates could 
be made concerning the pattern of performance over a five-year 
period with reference to employees, turnover and change in 
turnover composition. Cross classification was carried out to 
test for a relationship with any of the above-mentioned factors. 
Was record-keeping, or awareness of marketing, for example, 
associated with better performance? Was specialisation
associated with better performance?
The result of the hypothesis testing of all these relationships 
indicated that, with one exception, no evidence existed to 
show a relationship between these factors.
Meaning of marketing and its potential application to the agency
business : It was thought worth analysing the potential
relationship between agents who were aware of the meaning of
marketing (unprompted, prompted) and various other answers of
a marketing nature; systematic approach; consumer orientation;
performance. This might indicate some consistency in the 
agents' marketing.
Again it must be remembered that very few agents showed any 
awareness of what marketing meant and that in any case no 
evidence of any relationship with other marketing factors was 
established.
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Similarly, no evidence was discovered between agents who saw 
marketing as applying to their business and their answers to 
other marketing questions.
Consistency on specialisation : This lack of consistency
between the few agents who are aware of marketing and their 
marketing orientation as regards other answers, was explored 
in connection with travel agents’ attempts at specialisation.
A number of questions in the survey were related to the 
theme of specialisation: extent of hinterland; mailing list; 
product mix (% of business house and own tour operating); 
product specialisation; customer classification; promotion 
theme for window; theme/image for the agency; choice of window 
display. Some n f these eight factors were purely quantitative 
expressions of agency activity e.g. 'extent of hinterland (up 
to 20 miles, or 20 miles and beyond), product mix (10?£ or 
more of turnover deriving from business house and own tour 
operating).
Although all eight factors were cross classified, no evidence 
of relationships was discovered.
Small travel agents and independent travel agents : Part
VIII, Chapter I highlights certain cress classifications 
investigated with the purpose of shedding light on the marketing 
behaviour of small or independent agents compared to the 
rest of the 32 agents sampled. In fact the cross classifications 
carried on a number of marketing oriented questions confirmed 
findings from the rest of the field and desk research of the 
thesis. With three exceptions, no evidence of a difference 
was established between small agents or independent agents and 
the rest of the sample.
Conclusions : The 32 observed agents were surveyed with a
questionnaire of more than 80 questions and many of these 
have now been cross-classified. Of 284 cross classifications 
subjected to the Null Hypothesis, only five cases led to the 
Null Hypothesis's rejection i.e. some evidence of a relation­
ship. This represents a low number of cases of significance 
and the possibility cannot be ignored that these five cases 
occurred through random chance.
r?4i
The first three cases related to small travel agents and 
their perception of competition and promotion budgets and 
to independent travel agents and their answers regarding 
marketing applicability.
The fourth case of significance refers to location of the
agent and the person or reason behind the choice of window
display. There is a relationship between agents with
hinterlands of 20 miles and over and those same agents
giving a marketing oriented reason (special promotion,
attention -arousing, seasonal) for choice of window display. /
The fifth case relates performance of the agency in terms
of employee growth and the existence of customer classification.
There is some evidence of an association between agents whose 
employees have increased and the classification of customers.
However, given these five cases, the isolated nature of the 
association, and the lack of consistent pattern found in the 
results indicate that conclusions should be drawn with 
considerable caution.
As mentioned in the introduction to this section, the results 
of the 32 agent survey were intended as one of many sources of 
data collected by the researcher on travel agent marketing.
These cases of significance open further fields worthy of 
exploration in the future.
Final Conclusions
The low level of scores suggests a low level of marketing 
orientation among travel agents with none of the sample showing 
a consistent level of marketing orientation.
Part VIII, chapter 1 shows, with material gained from various 
sources researched in the thesis including this 32 agent survey, 
that generally neither small nor independent agents behave 
differently from the rest of the sample.
No evidence was discovered of any relationships between survey 
results referring to either awareness of marketing or 
applicability of marketing and agencies with other marketing 
activities.
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Similarly, agents displayed no consistency in their policies 
of specialisation, which suggests that certain results 
happened haphazardly or without conscious planned efforts.
Neither location nor performance were generally associated with 
specific marketing factors.
The general picture that emerges is of certain agents displaying 
glimpses of marketing orientation but unable to show a sustained, 
systematic marketing approach to their business. This seemed 
to be indicated by the level of marketing oriented responses 
as well as the consistency between responses.
Thus the field research material collected in Chapter I has
shorn how marketing applicability as explained in the literature
reviewed earlier in the thesis, is applied by thirty-two
agents in practice. Furthermore the survey has permitted a
closer examination of the nature, extent and reasons behind
travel agent marketing behaviour. The findings form a basis
for the rest of Part VII. The reactions to the 32 agent study
follow below as well as the development of fredi insights on the thesi
CHAPTER 2 : CONCLUSIONS OF THE FOLLOliJ-UP STUDY
2.1 FEEDBACK FROM THE 32 AGENTS INTERVIEWED
All agents were recontacted, including those seen during the 
pilot and testing stages, and their reactions of this follow- 
up study are summarised below. The majority of agents 
originally interviewed were asked for their r'es^nnse To . the 
survey results. However, it should be noted that either 
due to change in agency managership or simple non-availability 
a small number of respondents could not be re-interviewed.
In general, most of the agents were telephoned for their
comments (a few were revisited), concerning the summary of 
survey results that had been sent to them (see Appendix 2).
General conclusions : The summary confirmed what individual
travel agents had thought was the true situation. This was 
important as far as the main study was concerned as the 
individual agent's confirmation indicated that the 32 case 
studies of agents probably represented a truthful perception 
of what was taking place and agents' attitudes and opinions.
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Specific findings : One agent was initially surprised about
the level of ignorance of marketing among the 32 agents.
However when the Branch Manager asked his own staff, he found 
that it was true that his staff were unaware of the true 
meaning of marketing. Furthermore, the Branch Manager was so 
impressed by the survey results that he intended sending the 
summary to his head office, in order to inform them of the 
"grass roots position". This specific example also is 
interesting in that it illustrates the communication problems 
facing a Branch Manager - upwards to his head office, downwards 
to his own staff.
The low number of agents recording customer enquiries and 
complaints was justified by one travel retailer on the grounds 
of high cost of postage. This appeared to the researcher to 
be an excuse. Another agent suggested a further reason for 
the low level of recording of this information by pointing 
out that this would create too many files and thus put undue 
pressure on office space. This agent added "crucial enquiries" 
would be dealt with anyway, and trivial ones are not worth 
handling.
Another agent pointed out the communication gap mentioned 
earlier, between head office and the branch. This time it was 
in connection with market research data on caller statistics 
which has to be supplied to head office, but about which the 
branch never receives any feedback.
One agent offered three reasons for the low level of advertising 
reported in the research summary: the product is nationally
advertised by the principals; no initial travel agent loyalty 
by consumer; not effective on a local basis. It can be seen 
that these three factors, themselves indicate many queries, 
problems and insights into travel agent "psychology". These 
and other factors are examined in the second chapter of 
Part VIII 8.2.3. where agent attitudes and behaviour are discussed.
The same agent went on to define the low level of marketing 
research applied by agents in the survey, by saying that it could
be explained by intuition, which obviates the need for 
marketing research, and the existence of word of mouth about 
the agency outside the local area which makes research into 
local business redundant. These somewhat puzzling, though 
revealing comments have been included as they show much 
about the confusion, ignorance and misconceptions to be 
found at agency level, and are by no means untypical.
Finally, a few agents expressed a little surprise that 
finance did not appear to be a problem, but accepted never­
theless that this could be true.
2.2 SURVEY WITH MAIN PRINCIPALS
Eleven in-depth, interviews were carried out by the researcher 
and these represented four national airlines, three major 
tour operators (four1* interviews), one hotel chain, one car 
hire firm, and one car ferry organisation. These structured 
interviews generally lasted one hour and were conducted 
personally by the researcher with the Marketing Managers or 
Marketing Directors of the organisations. No refusals were 
encountered to the interviews which were carried out within 
a few months of the main 32 agent survey discussed in Chapter 
1.
The main objective of this field research was to obtain tbe 
principals’ perspective of travel agents and the applicability 
of marketing to their activities. The interview was divided 
into three parts:
2.2.1 Principals' own answers to a few selected questions 
from the original 32 agent survey.
2.2.2 Principals' reactions to the 32 agent survey summary.
2.2.3 Principals' answers to 14 additional questions that 
were composed by the researcher as a result of the 
main survey, in order to yield potentially new insights 
into travel agent marketing activity.
2.2.1 Three questions in particular were asked: the meaning of
marketing, marketing research; role of travel agent. There 
was some resentment among a few respondents at being asked 
what they understood by marketing, but as the answers 
revealed a disparate level of understanding the researcher-
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felt that the resentment cloaked a few psychological barriers 
(see 8.2.3). One Marketing Director even stated that the term 
marketing was simply an "ego-trip for salesmen’1.
On the subject of what marketing research information the principals 
would most like to possess, the concensus pointed to knowing 
where present business was coming from and where future business 
could come from. The first of these is particularly interesting 
as one would have expected principals to have at least fully 
analysed their existing business.
On the subject of the travel agent’s role in the industry, 
an interesting dichotomy became evident from the researcher’s 
interviews with the principals. The dichotomy centred on the 
actual role of the travel agent as perceived by the principals, 
versus the desired role that principals felt that agents should 
perform. Uhat principals see as the agents' actual role in .. 
the industry corresponds to what agents themselves said they 
thought principals would say - i.e. taking and processing 
bookings. However, it is interesting to note that principals 
view the agents' desired role as identical to what the agents 
themselves see their role as being i.e. offer a travel 
consultancy service.
2.2.2 In general, the principals interviewed endorsed the summary of 
the findings and only showed some surprise at finance not being 
a problem to agents. A few specific comments are worth noting 
as illustrating a certain disappointment in travel agents.
- one principal said that the top 400 agents (10^ of the
total) provide 8 5 %  of the principals' revenue.
one said agents were "moronic".
"finding suitable staff" was seen by one principal as an 
example of the role of excuses in explaining agents? own 
performance.
- the lack of recording of customer enquiries was found by
one principal to be not only surprising but sad.
- the lack of specialisation in the product range, was found
to be.'foolish by one principal.
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2.2.3 Houj many agents show signs of seeing marketing as a business 
philosophy? The estimates varied from 5 % - 2 5 % of the total 
outlets, the percentage often mentioned as being even lower 
for non-IATA agents. Thus it can be seen that the principals* 
estimate mirrors the general findings of the 32 agent survey 
as will be developed further in Part VIII 1.4.
What are the reasons for this level? : A number of reasons
were mentioned by the principals interviewed and these can be 
summarised as follows:
- historically easy entry to the travel industry^
- independent agents do not need to be marketing oriented 
as they are not capital intensive, have low leases, no 
franchising in the market
- agents cannot afford to undertake marketing, due to in­
adequate commission (which is particularly significant 
as a view of the principal and suggests a deliberate 
policy aimed at minimising their expectation of the 
travel agent performing any marketing functions)
- historically boom market conditions
- business handed to the travel agent "on a plate'1, as
principals stimulate the demand which, anyway, is in
abundance.
- travel agents feel powerless to influence market given 
heavy promotion by principals.
- travel agents' motivation - either in the business "for 
kicks" (particularly the old ones) or survival in a 
market where it is easy to make an adequate living
- the quality of management - often resides at the booking 
clerk level-widespread ignorance
- confusion as to the meaning of marketing, which in any 
case is not seen as the travel agent's job
- market research is seen by agents as unnecessary due to 
being closer to market than the principals
retail price maintenance
- different cultural attitude to selling
agents interested in action rather than ’)Dhilosophising"
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These reasons given by principals about (their) agents’ level 
of marketing orientation are valuable not only as revealing 
principals’ perceptions but also as inputs to Part VIII 
Chapter 2 which establishes hypotheses for tr.avel agency 
behaviour. !
Does marketing lead to better agency results? : This question 
was put to the principals in order to confirm or deny the 
suggestion that thB low level of marketing orientation among 
agents, should be seen in the context of the potential cost/ 
effect of marketing.
All the principals thought marketing would improve agency 
results and Part VIII 2.3. seeks to answer this apparently 
puzzling contradiction of a potentially beneficial activity 
with such a low acceptance by travel agents.
U/hat marketing techniques are applicable to the travel agents? 
Further to the question above, principals were invited to 
suggest which marketing techniques could be applied to the 
agent. Several mentioned market research and market analysis 
into their hinterland or catchment area through keeping 
regular records, trend tracking and general business analysis. 
This virtually zero-cost systematic approach would allow 
marketing plans to be drawn up aimed at enlarging the 
catchment area.
>
Various promotion methods were mentioned: mail shots; keeping
mailing lists of existing customers; local promotions; window 
displays; special promotions; public reldbions. The desirability 
of establishing a cohesive, consistent promotion programme was 
stressed.
Which marketing techniques do you consider the most crucial 
for the travel agent?: This is very similar to the previous question, 
but designed to highlight the chief techniques that agents might 
adopt. The answers centred on the spreading of risk by 
developing a product mix with a business-house element. Also 
mentioned were: joint promotions with principals; public 
relations and mail shots.
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Uihat is a ’small* agent? : Host defined this in terms of
turnover, along the lines of the survey classification i.e. 
up to £250,000 p.a. One principal mentioned the existence 
of an owner/manager, another mentioned up to three employees.
Do small agents behave differently from large ones? : Not all
principals reacted to this question, one raised the theme 
developed in Part VIII 2.1. that small agents have advantages 
of quicker reactions, local identification and greater 
experience but do not have the benefits of corporate image, 
sales techniques (including "telephone manner") of the large 
multiples. Two other principals thought small agents were 
less professional than, the large. One principal drew the 
interesting distinction between the "momma and poppa" agents 
which form 8 0 % of the small agents and the rest which are 
small but growing. *■*
What is an 1 independent1 agent? : In general, principals felt 
that an 'independent1 agent was one not owned/controlled by a 
chain and would tend to have an owner/manager, who managed 
the business personally and was self-motivated.
The number of branches before independence is lost?: This
question was aimed at ascertaining at what level the growing 
'independent' travel agent would lose his independence. Answers 
ranged from 'up to 3'(median 'upto 4'), to 'upto 20' in the 
chain. One principal said that it depended on the area 
concentration and another said it depended on the character 
of the owner.
What big business methods are applicable to the small travel 
retailer? : One principal summed up the answers to this question
by stating "all the m e t ho d s,but the small travel agent does 
not see this as his role". Other principals were more specific 
and mentioned: bulk buying; franchising; long run capital 
investment; market research. One principal thought no big 
business methods were applicable.
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What other industries are relevant to travel retailing?: This
question develops the idea from Part IV Chapter 2 by seeking 
to find out whether principals considered any other 
industries as relevant to the marketing problems of travel 
retailing. Most of the answers were examples of other service 
industries - insurance; garages; dry cleaning. One mentioned 
"travelcare" along the lines of Mothercare, another mentioned 
grocers, and yet another cited confectioners and tobacconists.
What is interesting, is the notion of transferability of marketing 
ideas from service industries or retailing sectors to travel 
agents, which is supported in this case, by the principals.
What are the financial objectives of travel aoents? : There
was some consensus among those principals commenting on this 
question. The common view seemed to be that travel agents 
generally were motivated by a desire to "tick over", earn a 
reasonable or good living, or simply sur.Oive. One principal 
labled travel agents "risk averters" when it came to their 
financial objectives.
What is a good travel agent?: This purposely open-ended question
led to a similar response from many principals; namely that a 
good travel agent was one that had a high turnover with the 
particular.-, principal concerned. One principal, however, did 
comment that a good travel agent was one that was stable and 
showed a good profit.
Does settlement size affect travel agency behaviour?; Opinions 
among principals were divided, with some believing that 
settlement size affected travel agency behaviour because of the 
greater personal contact in a smaller settlement. In addition, 
the type or mix of business was seen to be influenced by the 
size of settlement, e.g. "the town style" affecting the amount 
of business-house business.
Some principals, on the contrary, believed that settlement size 
did not affect the behaviour of travel agents.
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2.3 INTERVIEWS WITH'TRAVEL TRADE PERSONALITIES"
Six in-depth interviews were carried out by the researcher along 
similar lines to those discussed in Part VII 2.2. The aim was 
once again to shed further light on travel agents and their 
marketing behaviour, particularly in the light of the 32 agent 
study. "Personalities" were interviewed who in their own way, 
could be said to have helped shape the travel industry. Many 
such personalities were consulted in the course of the thesis 
research, but in-depth interviews were carried out with six 
in particular. These "personalities" were selected on the 
basis of: travel trade experience; respect of the industry's 
opinion-leaders; historical contribution. Confidentiality 
was guaranteed.
Below are listed the main points arising from the interviews 
The passive nature of travel agents
- travel agents must sell harder to increase the market 
(sell to people outside the door, as well as already 
inside the door, contact customers after initial visit).
- travel agents fear sticking their chin out.
- only 150 out of 4,000 agents are seen as creative (active)
- why? the answer put forward is a combination of lack of 
money, bad education, agents for inclusive tours only, 
laziness.
Low marketing orientation among travel agents
role of entrepreneurial flair in post-war years that 
gradually evolved with the appointment of advertising agencies 
and sales managers.
- marketing in the travel trade is relatively young (15-20 
years)
- entrepreneurs prefer to be independent except when times 
are hard (e.g. the A.B.TA. luggage scheme).
"marketing is little used" by most travel agents.
- the presence of barriers (no time for market research; 
marketing subsidiary to financial considerations; role of 
fear and the importance of individual people in travel 
agency behaviour)
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Smal1/independent travel agents- - t - —i— ...--------—   —
- 'the momma and poppa1 travel agents are -uneconomic if 
their time is costed into the business - their motivation 
is for perks and to have enough to live on,
- small agents as well as inefficient large ones may go 
bankrupt.
Marketing improves travel agency performance
- the assertion by one of the respondents that "marketing 
works"
- the use of specific examples of where marketing is used 
(cost/effect) to change attitudes held by travel agents 
concerning marketing
- , all marketing techniques can be used.
Future research avenues
- study of multiples/chains - what they understand by 
marketing; their use of marketing information with the 
computer,
- why the 85% who can afford holidays do not use travel agents.
Chapter 2 has, through the follow-up study, confirmed many 
of the findings of the thirty-two agent study. The agents 
themselves largely agreed with a summary of the research 
findings. The principals and travel trade personalities 
not only agreed with the thirty-two agent study findings but 
were able to provide a number of insights on the applicability 
of marketing to travel agents.
Their comments, which have been distilled from nearly twenty
interviews, are full of implications for the travel agents
and their relationships with their principals. The main
contribution made to the thesis revolves around the following:
the passive nature of travel agents; their low marketing
orientation; the role, importance and applicability of marketing
to travel retailing. In addition Part VIII will discuss further
the suggestions made concerning the possible reasons for the
agents' current marketing behaviour e.g. their motivation;
impact of external factors; travel agent/principal relations.
Finally this Chapter has shed further light on the nature of
small or independent agents.
2 2
CHAPTER 3 : IN-DEPTH CASE STUDIES OF TRAVEL AGENTS
This third Chapter adds two further in-depth case studies 
directly dealing with the application of marketing to 
travel agents.
5.1 A LONDON SUBURBAN ONE-BRANCH AGENCY
5.1.1 Introduction
This travel agency is owner-managed, employs three and a 
half staff and is in a High Street location.
The study involved analysing the marketing activities of 
the travel agency with particular reference to: review
of the marketing costs (mostly advertising); customer
- *.v
card analysis to ascertain customer profile concerning 
frequency of holidays taken; performance analysis in 
terms of holidays taken and number of heads booked. In 
addition this in-depth case study sought to show what marketing 
research information could be obtained from a travel 
agent's records within a short time and at virtually zero 
cost. Finally, it was hoped to gauge the reactions of 
the owner/manager to the conclusions and proposals,
5.1.2 Review of marketing costs
As far as could be discovered from the incomplete and 
irregular records kept of promotion expenditure, the annual 
budget had never climbed into three figures. Occasional 
advertisements were placed in the local press to coincide 
with the paper's travel feature. The theme was usually 
general and not specific to a time of year or type of 
holiday. Currently the agency was taking small advertise­
ments in local charity or school magazines at minimal cost.
No systematic monitoring of window displays, in-store 
displays and local advertising was carried out, with the 
resrilt that the travel agency did not know what effect its 
promotional effort (such as it was) was having on the 
market. A list below shows the main messages used since 
1969 and indicates the thinking behind the agency's choice 
of marketing approach.
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General free help given by local papers on copy and layout.
end 1969
2. 1.70 
11. 9.70
24.12.70
9. 4.71 
7. 4.72
9. 8.73 
10. 8.73 
16. 1.76
23. 1.76
20. 1.77
17. 4.77
Cinema. 1 min Summer commercial, £60.00 
Press
"leave your cares behind ......  friendly staff"
"10, 9, 8 countdown holidays 71 
mission control
   ..........   (address)
exciting new worlds await the traveller 
launched with precision by our expert team 
all systems perfect GO GO GO 
"Spend a holiday in the sun this winter 
all inclusive tours around £10"
(Name of agency) - we've packed our cares and gone 
why have we moved? For your benefit
- and ours of courseJ 
To give you a more efficient, personal and complete 
service
This means no counters or crowds while you are
deciding your holiday plans.
Come and see us.
Travel agency - general advert 
tt ii it n
Follow the sun 
Honey no problem?
"Honey a problem this year?"
Check with us to make your cheque go further
* full information available on children's reductions
* comprehensive world travel service 
"Don't know where to go?"
Go British
Do you know Englaid past Staples Corner
Explore or tour with ..........
Pop in for a brochure 
Charity Football Hatch 
Uhat's the score?
Holidays? Travel?
To be right on the ball 
E___
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March 1977 Palestine Police Old Comrades
Plan your next trip with E....
Call your friendly agency for all your travel 
requirements
We have a wide experience in arranging holidays 
and business journeys by land, sea and air. 
Please consult our helpful staff.
Round Table 
Far or Near 
Let our experts plan 
Your next holiday for you
Horticultural Society, one page £6.00
Company Sports Club Diary, one page £20 p.a. 
v*
Where to go? What to do?
U.S.A./Canada or West Africa 
for world wide travel and all holidays 
contact .........
3.1.3 Customer card analysis
Total number of customer cards on file (These were typed by a 
junior on cards from the instructions of the senior clerk). 
Number not having taken a holiday (with the 
agency) since 1974.
Number having taken a holiday (with the agency) 
since 1974
Total number of customer cards
Regular number of customer (cards)
Number having taken a holiday 1975, '76 and *77 
Number having taken a holiday in 1976 and ’77 
New customer (cards)
Number taking a holiday for the first time in 
1976
Number taking a holiday for the first time in 1977 
* ( 5 2 % of the total)
** ( 5 6 % of the total)
N.B. The customer card analysis also could have yielded data 
on month of departure; name of principal; location of the
993
1076
2069
65
114
247*
292**
29. 8.77 
13.10.77
1978
1978
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customer; marital status. However lack of consistency of 
this data and researcher’s time constraints prevented this 
information being collated in detail. Nevertheless, it showed 
the amount of detailed information that could be gleaned 
from customer cards on file. These customer cards did not 
show the destination, the value of the holiday, precisely who 
took the holiday, or the time of reservation. Clearly there 
is scope here for computerisation of client records to 
facilitate analysis of agency turnover and profits.
3.1.4 Performance analysis 
Total business
Total number of holidays taken Total number of heads
________ booked
1973 2079
1974 v* 1541
1975 505 1396
1976 475 1396
1977 520 1257
N.B. The bookings related to each calendar year are from 
November to October as per agency office records.
Timings: The graphs enclosed in Appendix 8 show that both
for the number of holidays taken and the number of heads booked 
the monthly seasonal pattern has remained essentially the 
same. In other words, the records do notshow any evidence 
of deeeasonalising of the agency's business, which could be 
said to be a desirable strategy for any agency, seeking to 
spread its business load.
3.1.5 Conclusions
Total business : Decline in number of heads booked, even
though the total number of holidays taken has increased by 
3 % over the period. Hence a decreasing number of heads per 
holiday booked was becoming evident.
Customer profile :
1. Each year over 3 0 % of the holidays taken come from "first 
timers" — yet the total level of business has remained, 
at best, level.
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2. Just under 5 0 % of the customers (cards) had not booked 
since 1974.
3. The travel agency had very feu regular customers - less 
than 5%> of the total customer (cards) had booked in
1976 and 1977 and only Z % had booked since 1975, 1976 and 
1977.
3.1.6 Proposals
Following on from the main conclusions, the researcher made 
several proposals to the owner/manager in order to observe 
the reactions. The proposals are listed below:
flail shots to the 'regulars' (as goodwill booster, to 
further increase business from them) and to the’ 'first- 
timers' who had not yet booked for the current season, 
to those who hadn't booked for some time.
2. Brochure layout to feature: tour operators; destinations; 
type of holiday (in store).
3. Window displays to change- regularly and feature themes 
based on: destinations; tour operators; type of holiday.
4. Specific local advertising with the emphasis on small one 
column inch advertisement appearing regularly on a 
particular theme at a specific time.
5. The 'Travelscope' news magazine which the travel agency 
overprinted with its name should be researched in order 
to gauge its effectiveness in terms of cost/effect.
6. Public relations activity should be extended to include 
special evenings for example.
7. Customer enquiries : keep records on all enquiries in 
order to calculate conversion rate into bookings.
Note: Regular monitoring was proposed as essential in order "to 
gauge cost/effect.
3.1.7 Reactions by the Area Manager to the proposals 
General points
Despite the considerable time (two working days) taken by the 
researcher in analysing the customer records on behalf of 
the agency, the Manager did not appear to feel the need to 
receive the results. In fact, when the researcher arrived 
with the results he was told "you have caught me on a bad day"
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Besides possibly highlighting the conflict between solving 
short term problems and preparing long term plans, this 
reaction was interesting in revealing several other factors 
which became apparent during the interview.
1. Surprise : There seemed to be a high state of ignorance 
about the business. The manager seemed unaware of the number 
of customer cards on file (estimated 4000, actual 2000).
Considerable surprise was registered by the manager at the low 
number of regulars which was called ’Incredible1’. The parallel 
loss of old customers expressed as a high percentage of their 
total business drew the comment ’’they can't like us".
Naturally, broad conclusions cannot be drawn from such comments 
but taken together they make a composite picture of the agent's 
attitudes and opinions. The latter-comment is particularly 
interesting as it might denote either a lack of interest in 
researching their market or resignation and apathy concerning 
their customers. Again, this comment was made in connection 
with the low percentage of customers booking with this agent
in their "home" postal district.
The Manager was also surprised at the low number of married 
customers.
2. Passive response : A marked lack of action resulted from
the presentation of the findings to the Manager despite 
considerable interest shown at many of the conclusions and 
proposals. To examine the reasons for this, it is helpful to 
examine each item that provoked interest together with reasons 
that were stated to explain inaction. It must be remembered 
at this point that psychological factors influence the 
resistance to change of ideas by the Manager (See parts of 
Part \I and further discussion Part l/IIl), and this phenomenon 
provides a background to assess the overt reasons given.
Mail shots : Interest was shown at possible segments at which
to target mail shots e.g. first timers and/or regulars. However, 
limited time and money were cited as obstacles. The reaction to the 
idea of* ohasing up , late bookings was that there was too much time 
pressure. Another reason was given that the tour operator • 
allocation (presumably brochure) had been exhausted.
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Brochure layout : The Manager felt that this was desirable
and indeed had been instituted by outside shop fitter contractors. 
However, no action was proposed by the Manager on the grounds 
of limited space at the office and the existence of some 
classification already viz. seasonal split.
Window display : Again, the Manager agreed with the importance
of window display and indicated, with some pride, the flashing
lights newly installed by the contractor. The matter was left
open with the Managers observation that the agency must now
assure availability of suitable material. No indication as to
%
how "suitable” materi. al was defined was mentioned.
Specific local advertising : The Manager was not keen to under­
take further advertising in the local press due to lack of 
expertise and time. *>In the past, the agency had received some 
help from the newspaper in terms of copywriting. Furthermore, 
the Manager had indicated that as bookings were proceeding 
satisfactorily there was no need for advertising - a very simplified 
conclusion to a difficult marketing strategy problem. It was 
clear, in any case, that the agency could not provide the 
marketing information necessary on this or' any other questions, 
about the advertising effectiveness.
The *Travelscope1 news magazine : Here, some agreement was 
reached about the need to assess the value of this promotion 
tool. In the researcher’s opinion this was more due to the 
realisation that the relatively large and identifiable cost 
involved needed some controlling, than any intent to institute 
general marketing controls which could show alternative ways 
of spending the budget more effectively. The Manager, never­
theless, retained positive feelings towards this form of 
promotion possibly influenced by the numbers of copies picked 
up by customers.
Public Relations activity : The Manager had thought of under­
taking some P.R. evenings but no action had been taken or firm 
plans made.
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Customer enquiries : This item, together uith all other
forms of monitoring, was not felt practicable due to lack 
of time and money. Indeed, the clerks themselves reiterated 
this lack of time for market research due to preoccupation 
uith booking holidays, during intervieus uith the researcher.
Conclusions I
An ambivalent, contradictory attitude exists in the mind of 
the agency ouner/manager. On the one hand, there is satis­
faction uith the balance sheet at the end of the year, uhich 
uas mentioned as a kind of defence to the implicit criticisms 
of agency performance inherent in the researcher's findings.
On the other hand, an admission by the ouner/manager that 
"uhere are ue going urong?" indicates that there is the 
realisation that performance is poor, or at least belou full 
potential.
Rationalisations uere made by the ouner/manager to reconcile 
these different vieus, uhether in terms of lack of time, 
money or needs. One of the clerks observed that the travel 
agency cannot carry out marketing due to agreements uith tour 
operators uho prohibit brand advertising. Houever, it uas 
commented that the agency itself can be marketed.
Clearly, there exists considerable scope, preceded by considerable 
preparation and research, for applying marketing to this agency.
N.B.
Reactions by the employees tend to confirm the general pattern 
of reactions insofar as the employees shoued no surprise or 
interest in the findings. Alternatively, reasons for the agent's 
static and poor performance and lou marketing activites uere 
shaped in the form of excuses e.g. A.B.T.A. restrictions.
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3.1.8 The researcher’s own conclusions of the in-depth case study
1. Minimal marketing activities carried out.
2. No marketing research.
3. Lack of awareness of the meaning and scope of marketing.
4. Performance of the travel agency seemed poor (in the 
absence of financial data).
5. The owner/manager’s reaction to the review reveals several 
features that will be developed in Part VIII e.g. 
ignorance, fear, attitudes.
6. Some of the marketing and the management is carried out 
on a day-to-day basis by the counter and administrative 
clerks, who are ,not trained for this function but assume 
it haphazardly through ’being on the spot1, and the lack 
of management experience or ability of the owner/manager.
3.2 A PROVINCIAL BRANCH >’DF A MULTIPLE (LARGE CHAIN)
3.2.1 Introduction
The travel agency, in a secondary location, has five employees 
and is a member of a large chain of travel agents. An inter­
view with the chain’s Managing Director revealed a few points 
in particular. Firstly, from his experience of the performance 
of his branches in different towns, he felt that settlement 
size was related to performance of the agent, the most successful 
being in small/medium sized settlements 20,000 - 100,000 
population. The reasons given for this view included: no 
presence of principals to compete on direct selling; the ratio 
of travel agents to the catchment area is favourable; possible 
to "sew up” the community; local media are more efficient; 
low rates and rents. Conversely, the reasons why large towns 
or city centres are not conducive to good agency performance 
include: high rent and rates; consumers pick up brochures but 
buy the holiday in the suburbs (all central London offices of 
this multiple had been closed down); over saturation of the 
area by agents.
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A further point arising from the interview, which was later 
to be illustrated by the case study, was that not much marketing 
was happening at branch level for the following reasons: 
standard company merchandising; head office marketing input 
e.g. advertising; no marketing research in the entire company; 
selective selling (pushing commission lines). The Managing 
Director, and his Marketing Manager in a separate interview, 
did not know whether marketing affected their market share which 
had been stable.
The Managing Director revealed that although the personnel 
policy gave incentives to counter staff in the form of selective 
selling, prizes and so on, the Branch Manager was really just 
a "glorified counter supervisor". An extremely important 
implication for head office/branch relations.
\
In order to further illustrate the application of marketing 
to a travel agent, the general promotion activities of this 
multiple are examined in detail. As in Chapter 1.3 this 
reveals a great deal of the way in which marketing - ideas 
and actions - is practised by the agent.
Promotion activities of the multiple : From the wide variety
of promotional material it is possible to form a background 
picture of the way in which the multiple sees its business.
This will be helpful to the thesis by contributing another 
example of how a marketing technique is applied by an agent.
A few quotes from the promotion literature illustrates the 
company's vocation and industry's role:
"XYZ Travel now offers a complete retail service to the 
holidaymaker and the business man through a rapidly ex­
panding chain o f  travel shops most of which are
located in X and Y regions".
"To most people, a travel agency is simply a convenient
place to book a holiday .......  Our job is to do all
we can to make sure you get a holiday you'll enjoy ....
and rather keen to know how you got on when you come back
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  Obviously the fact that we actually take note
of what you think doesn't mean we're infallible.
But at least it shows whose side we're on".
This agency's role in marketing services to its clients is 
further exemplified below:
"Today, international travel is extremely complex. It's 
also extremely expensive. And as costs continue to rise 
it?s becoming more and more important for companies to 
to look at their travel e<penses more closely and aim to 
keep expenditure down to a minimum. Experienced and expert 
advice is, thus, essential to ensure you get just the 
right arrangement at the best possible cost."
This establishes the need for agent's advice in travel The 
following quote contrasts the 'travel product' with other 
products (see also Part IV, Part VI chapter 2).
"If you buy a fridge or a washing machine you can shop 
around, look at the prices and see what you're getting 
for your money. And, if it doesn't work, the people who
sold it to you will make it work.
It's not the same with a holiday. You can't see what 
you're getting until you get it. If it's wrong, it can't 
be changed. No form of compensation will make up for it."
This need for customer feedback is translated into some form 
of action by this agent in the shape of XYZ agency Users' 
Committee. This provides a forum for the exchange of ideas . 
and the consideration of ways to improve travel facilities.
This need for feedback also led to a study carried out by the 
travel agent, the results of which were presented to customers 
as a service, and comprised of two sections. The first 
assessed the reaction of travel consultants to the question
of which tour operator would be recommended for a given type
of holidaymaker segmented by age, family status, spending 
power, type of activity. The second is an important example 
of marketing research which provides the agent with customer 
satisfaction informstion. Seven features were selected which
"make or mar the success of the holiday’1. Three related to 
the hotel - its position and standard of bedroom and lounges; 
the food; hotel service. Three further factors related to 
airport arrangements, the flight itself, and transfers.
Finally, returning holidaymakers were asked to complete their 
comments on the clarity of itinerary and joining instructions.
Finally, another form of marketing research which has a 
promotional purpose and shows what can practically be used by 
an agent able and willing to make the effort. On the back 
page of a quarterly travel magazine produced by the agent are 
quotes from three satisfied customers. This is an example 
of how marketing research underpins the marketing of the 
agency and also supplements the promotion campaign with 
comparatively little effort.
>V
The analysis of the problem, outlined below, was based on 
interviews with the Branch Manager, Regional Sales Manager and 
agency records, as well as observation on site.
3.2.2 The problem 
Specific:
1. To assess the impact of the 'late booking campaign1 which 
had bem aimed at increasing the level of bookings mid­
season.
2. UJhat were the reasons for the increase in the branch's 
share of the principal's market.
3. What was the return on the investment.
4. What other factors may have contributed to the results.
General:
1. Can a cost/effect relationship be established in this case.
2. What is the comparative influence of controllable/uncon­
trollable factors on agency performance.
3. What happened between the marketing "inputs" and the 
"outputs".
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3.2.3 The analysis
The approach used was similar to that outlined in Part IV, 
Chapter 3 where the Kepner-Tregoe approach to problem identi­
fication uas explained. As the campaign under investigation 
had occurred between dune and September 1977, the marketing 
inputs controllable and uncontrollable, uere identified within 
the time horizon of the campaign. Then the outputs in terms 
of the branch's performance before and after the campaign 
uas examined and compared uith the marketing inputs.
The inputs
Controllable factors : Staff changes had occurred from the
end of January (6 months before) and consisted of new branch
and regional management; the arrival of more experienced
counter staff; an increase in the number of staff from 2-4.
► %
The administrative system incurred changes in February.
The shop layout underwent changes in March (interior layout) 
and in September (fascia and windows).
Promotion activies continued as normal, before and after the 
dune-September period, uith good relations with the local 
newspaper and regular mail shots. One exception was the late 
booking campaign itself which majored on the thene of late 
availability during dune to September, 1977.
Agency-manufactured mini-trips were run between dune and 
October.
Public relations activity was decreasing in intensity since 
the beginning of the year. On the other hand, sales training 
was slowly increasing in importance since January.
Uncontrollable factors : The economic environment uas not
seen to have changed over the period (no local factors such 
as strikes).
Similarly, competition did not alter during the entire period 
under investigation. Other local agents remained "sleepy", 
other local shops were not seen as competing, and there was 
the normal advertising by the agent's principals.
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The Outputs : The branch's market share with two of its major
principals increased - in one case from third in January to 
first by August, and in the other, from third to second in the 
same period.
Other indicators of performance such as the branch's share of 
local business in the town increased marginally from 2 B . 7 %  to 
30.0^ in the period May to October, 1977.
Existence of branch information (one actual example of Branch 
XYZ)
Turnover Current Year Cumulative Previous
Year
1.1 by region _(£ ' s)
North
. East Midlands >?■.
South
Midlands/East Anglia 
TOTAL
Branch XYZ
1.2 Agency multiple's business uith major tour operators (heads)
Weekly
Summer '77 Cumulative Summer *76
HORIZON heads booked 
%  total mkt.
THOMSON heads booked 
%  total mkt.
COSMOS heads booked 
%  total mkt.
1.3 Principal's business by town (heads)
Weekly
1977 Cumulative 1976
(a) Total for Toun A.
(b) Agent multiple's 
business for the 
principal (AA) in 
Britain.
(c) Brand XYZ business 
with the principal 
(AA)
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2. Market share
2.1 Market share in Toun A (by principal AA)
(i) Market share of toun A compared to Britain for a 
principal AA.
(ii) Market share of branch XYZ in toun A for principal
AA.
2.2 Market share of branch XYZ
(i) Market share of branch XYZ compared to multiple’s 
total business.
Conclusions
Considerable information available at the branch, and from 
Head Office. Gaps in financial information regarding costs, 
profits - allocation problem. Some data relies on principal's 
co-operation.
3.2.4 Constraints
1. Lack of comprehensive marketing information.
2. Absence of specific marketing objectives for individual 
elements of the advertising campaign.
3. A frameuork for a promotion plan did exist but uas incom­
plete. It is reproduced belou to shou uhat can be done.
4. No staff intervieus.
5. Difficulty of allocating composite advertising to the 
branch, and to individual products.
6. Absence of data on head office's involvement uith the 
branch, financial and otheruise.
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FRAMEWORK FOR PROMOTION PLAN (With Actual Examples)
Fate/
Market
Target Activities - Expected Means of
Population Cost Result Measurement
1. Within circulation
area of the ... 
Telegraph 
(x,000)
Increase in 
Thomson 
bookings and 
increase 
interest in 
general 
inclusive 
tours
eg monitoring 
Thomson 
bookings for 
one week 
following ad.
OR
2,Shoppers within distribution 
town shopping of 3*000 
area - leaflets in
precinct area
OR
3.Past clients
OR
4. Current up­
market clients 
and friends
5. Sport s /So citil 
club leaders
OR
6.Car drivers
selective
mailings
higher monitoring
revenue each mailing
bookings from for one week 
up-market 
clients
4 up-market ?
coffee mornings 
possibly at 
branch with long 
haul companies
summer promotion group 
with tour bookings
operators 
40 audience
distribution of 
1,000 leaflets 
under 
windscreen 
wipers in city 
centre car 
parks
monitoring
The above table illustrates the difference between the estab­
lishing of a logical framework for planning and the practical 
obstacles that exist which prevent the plan being followed.
Some of these obstacles may be due to the relationships 
between the Branch Manager and their Head Office requirements 
(see Parts IV, Ch.4., VI and VII. 1.2.3). Others may be due 
to the potential conflict between short term interest (to 
meet sales targets) and long term ones (building a consistent 
plan). Yet others may be due to ignorance, laziness or 
unwillingness to note failure.
The table above, therefore, contributes to the thesis in providing 
further information about how an agent can formulate a 
promotion plan^. stating precise target groups, activities, costs, 
expected results and means of measurement. In addition, the 
existence of a discrepancy between what is possible and 
what happens provides further fuel for the conclusions, hypotheses 
and implications elaborated in Part VIII. This shows, once 
again, how marketing's applicability to the agent can be 
analysed on three levels: the theoretically possible, the 
practicallypossible, the actual level of application in individual, 
cases.
3.2.5 Conclusions
The late booking campaign probably did have some impact in Duly/ 
August bookings with the relevant tour operator although the 
effect was not dramatic (see graph in Appendix 9).
The return on investment would be unsatisfactory in terms of 
additional net profits compared to the cost of the specific 
advertising campaign (32 estimated). However, this is not a 
good measure because of the existence of other factors influ­
encing the sales and profits level. These factors can be 
grouped into those controllable factors changed before the 
June-September period and possibly affecting performance, and 
those changed after the period, or lhat vysrs decreasing or simply 
not relevant to the exercise. In addition, a third group of 
factors could be classified as being outside the control of 
the travel agency that may have had an effect but which cannot 
be quantified or assessed.
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Other controllable factors possibly affecting June-September 
performance:
- staff-management; counter staff
- administrative systems
- changes in interior shop layout
- mail shots 
sales training
Other controllable factors probably not affecting performance:
- fascia/window changes (too late)
- public relation activities e.g. special evenings (decreasing)
- mini-trips etc. (not relevant to the campaign).
Other uncontrollable factors:
- principals* promotion and other marketing actlvies nation­
wide , ,
x-
- the travel agency's general marketing activity as a group 
(including all the branches)
local competition from other types of business, local travel 
agents, principals' direct selling.
- economical and social factors
- general consumer booking patterns over the period, locally and 
nationally i.e. would bookings have increased anyway?
3.2.6 Proposals made by the researcher
An information system should be set up that would seek to quantify 
the inputs (costs) and outputs (effects) systematically.
Specific objectives should be set for all the marketing activities 
(especially promotions).
Regular review of the effectiveness of individual marketing 
activities.
3.2.7 Reaction of the Sales Director to the proposals
A great deal of interest was shown in the findings but no specific
action was planned as a result of the case study due to the need
to 'discuss the matter internally with the management team".
(The researcher has since learnt that reorganisation of the
company's marketing team is underway).
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3.2.8 Conclusions for the thesis
Light has been shed on the methodology that might be used to 
evaluate the cost/effect relationship in marketing at travel 
agency level.
It has been shown that it is possible to measure this relation­
ship and identify key factors affecting performance in a given 
situation. Nevertheless, the existence of numerous constraints 
such as the lack of consistent marketing information severely 
hampers efforts.
The role of specific examples is needed to show the cost/effect 
relationship. For example, the multiple furnished the researcher 
with figures showing how a £5,000 mail shot to prospective 
business house clients led to 2,700.replies. These were followed 
up and led to 18 actpal accounts yielding £265,000 worth of 
business. In another instance, a two year promotion campaign 
costing £11,000 aimed at increasing VFR business led to a 2 8 %  
increase in traffic to North America at a time when the market 
only increased by 10%, Clearly, the sales barometer has to be 
treated with caution, but in the absence of experimental conditions, 
or specific objectives, it is at least a small step in the 
right direction of quantifying cost effect.
Finally the most detailed example the company was able to provide TJas 
about the effect of a marketing activity on performance. In 
this case the input is in terms of leaflet distribution and 
the output is in terms of'bookings received by the principal in 
a particular town. Both these measures are crude, and can be 
converted into financial terms by costing the leaflet distri­
bution and the resultant net increase in sales and profits.
However, these were used by the company and presumably were the 
only criteria available.
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Leaflet Distribution and. its Effect on Bookinqs
TOWNS
BOOKINGS 1976 
2 April 25 June $ Increase 2 April
1977 
25 June $ Increase
with door- 
to door 
distibution
536 608 13.4$ 818 953 16.5$
Precinct
distribution
508 604 18.9$ 835 1029 23.2$
Total 1044 1212 16.1$ 1653 1982 19.9$
No campaign 1468 1707 16.3$ 1824 2053 12.6$
Total 2512 2919 16.2$ 3477* 4035* 16.5$*
Leaflet distribution was carried out in April of each year, either 
door-to-door or covering the whole shopping precinct of a town. 
Several areas did not participate in the campaign by the principal.
The conclusions to be drawn are revealing both from the point .of 
view of the principal's attitudes and from the purely factual 
perspective. On the former, the principal suggested in his 
letter to the travel agent that the figures ( which contained 2 
arithmetical errors!) "seemed to indicate that there was some 
mileage from the exercise we carried out in April. The timing 
may have been slightly wrong. Uhat I find particularly interesting 
is that distribution in precincts seems significantly stronger
M
In fact, the comments above are rather vague and uoprecise 
and do not state sufficiently clearly the factual conclusions and 
implications of the figures. The conclusions, in fact, show 
that the percentage increase was higher in 1976 in the "no 
campaign" areas, although in 1977 this situation was reversed, 
indeed, in 1977 both door-to-door and precinct distribution 
resulted in comparatively higher increases in bookings than in 
"no campaign" districts. What was not known by the recipient 
of the letter (the agent) was the situation after 25 June, nor 
before 2 April, nor the cost and extent of the leaflet 
distribution.
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It is worth noting that this latter example, and the 
previous ones, comprised the entire information available 
on this multiple1s cost effectiveness research activities.
The case study also illustrated the nature of branch 
activities and attitudes in comparison with those of 
head office. One example typifies this; the Branch 
Manager of the travel agency seemed not to fully appreciate 
the value of statistics generated by the company computer 
system on consumer activity.
Finally, the role of internal and external variables on 
travel agency marketing performance. In this study, the 
internal, controllable marketing inputs showed the extent
of marketing^ applicability to the travel agent.
■ *
These two case studies have focussed on how two different 
types of travel agents apply marketing to their business.
The information presented in the Chapter shows what the 
travel agent can assemble given the will, the ability and 
the time. The benefits of such research have been discussed 
in each case, in terms of business opportunities, cost 
effectiveness of marketing and Head Office/branch relations.
In addition, these two travel agents have further illustrated 
what marketing applications exist and the role of the owner, 
manager or Head Office in influencing the degree of marketing 
orientation and activity of the agent. The implications of 
these findings will be incorporated in the discussions in 
Part VIII, particularly in relation to the implications for 
the travel agent of applying marketing to his business.
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CHAPTER 4 : OTHER RELEVANT FIELD WORK MATERIAL
In addition to research among travel agents, their principals, 
"travel trade personalities" and in-depth ca.se studies, other 
field work in the shape of attendance at meetings and 
conferences has yielded interesting and complementary data.
The information collected in this Chapter refers to the 
travel agent seen from the wider perspective of the industry, 
small business and principal/agent relations. The material 
relates to the applicability of marketing to travel agents, 
but does not fit naturally into the preceding three Chapters.
The first section represents a selection of findings resulting 
from many meetings* proceedings. The researcher noted down 
those contributions^ or lectures which appeared most relevant 
to the thesis. In like manner, the second section indicates 
the results of a conference. Finally the third section, 
examines the relative impact of the travel agent as a promoter 
on behalf of the principal, who himself, as will be shown, 
attempts to activate agents,
4.1 TRAVEL INDUSTRY MARKETING GROUP MEETINGS
This group, which is an offshoot of the Institute of Marketing, 
was mentioned in Part IV and is a professional forum of 
marketers involved in the travel industry. The meetings 
serve to provide an essentially practical view of current, 
and even future, marketing problems and issues confronting 
the travel industry.
The researcher, as a member of the group, has attended 
several sessions, particularly those relating to travel 
agents, since 1974# It is worth noting that the themes 
itemised below not only complement previous discussions but 
also feed in naturally to the discussions in Part VIII.
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4.1.1 Role of the retail travel agent
The meeting on 11 March 1974 grouped a panel of experts inclu­
ding representatives from UJ.H. Smith and T. Cook . The view 
emerging from the meeting was that the.retail travel agent 
could apply a range of marketing techniques aimed at ensuring 
that customers come into the agency and spend more whilst there. 
Retail layouts should change every five years and should display 
a range of "products”, spme of which would be "crowd pullers".
Another point, which is developed in Part VIII 2.1 is that 
multiples benefit from economies of scale (negotiation, 
salaries, marketing research, computers) whereas the individual 
retailer can offer personal service.
4.1.2 Travel agents should be active
"Marketing on a shod*string" was the title of the meeting on 
5th April, 1976 and sought to show that marketing activities 
could show benefits even on small budgets. A number of 
interesting examples were mentioned in connection with the 
central argument put forward by Ron Plant, David Heard and 
others, that the passive role of travel agents should be rejected. 
Below are listed some examples:
- promotion actually increases profits
- retain past customers by providing a service that will 
encourage repeat purchase (awareness necessary of the 
complete range of products to prevent the customer being 
seduced elsewhere) - see Part VII 3.1. conclusions.
- convert the unconverted to become regular travel agency 
customers (50/£ only go abroad and only 3 3 % go two years* 
running - why so few of the travel agent*s customers?)
- See Part VII 3.1 conclusions.
- extend boundaries by direct mail
- identify every enquiry
4.1.3 The unsophisticated travel agent
The following points made by Ranter, Managing Director of Cooks,
at the meeting entitled "How to create-new profits" on
7th February, 1977 centred on profitability and the travel agent.
275
The travel agent is unsophisticated according to Kanter because 
management information is lacking and since the only way Id 
increase profits is to isolate profitability, this is impossible 
without: monthly profit and loss accounts; monthly balance 
sheets; cost per transaction; cost per employee.
Furthermore, the lack of agent's sophistication is shown by 
the over-dependence on "gut feel and guesstimates" rather than 
using marketing activities to influence his business.
Cash flow should be used as a technique that would help the 
agent to concentrate on the more profitable business.
Finally the travel agent should deseasonalise the business - see 
also Part VII 15.1, even to the extent of reorganising the 
premises to move staff around at off peak periods e.g. 
administration, market research.
4.1.4 Travel agent motivation
Redhead made the point at a meeting on'principal/agent relationships 
on 7th March, 1977, that agents' motivation can be summarised 
as "kicks or profits", which determine their expectations.
Some are content with a modest income. Beaver made the point 
that marketing would be improved, by such techniques as outside 
representatives selling the travel agency and its services.
4.1.5 Role of external variables
At a meeting on "Soothsaying or Forecasting" on 12th December,
1977, Tanner made the observation that the travel trade is 
forced to forecast despite outside influences that can be 
unpredictable, as in the case of Court Line. The reasons why 
there is the element of compulsion in planning is due to the 
need to commit resources - staff salaries, sign leases.
Furthermore, according to Elms, forecasting may become more 
necessary as with increasing leisure the industry moves away 
from the era where Stabiliser protected the industry to an 
age when direct selling and government legislation may 
radically change the industry. Elms's use of the Chinese 
proverb "when wind blows, reed must bend" was revealing 
of the need Jorgreater agency sensitivity to environmental 
factors.
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4.1.6 Industry trends
Besides the perennial pre-occupation with direct selling 
which percolates most meetings, a feu substantial points are 
made by principals and agentsduring the TING sessions. One . 
of the main arguments is similar to that between Burkart and 
Baker discussed in Part VI, Chapter 2, the extent of service 
that an agent should provide. On the one hand direct selling 
would permit principals to mass market package holidays with 
minimal service or, on the other hand, travel agents are 
needed to market holidays which cannot be sold as simple cans 
of beans. In fact, in the words of Harry Chandler at a meeting 
on Direct Selling on 6th December 1976 agents are involved 
uith "maik eting holiday dreams" - a quite intricate concept 
of the "travel product’^. (See Part VI, Chapter 4.1).
Another trend which has been also previously discussed in Part 
VI Chapter 2, is consumerism and this was the subject of a 
TIMG meeting on 21st March 1977, at which Sandies of the 
Financial Times and Chandler.were the main debating speakers. 
Chandler put forward the main arguments against extending 
consumer protection and Sandies the main points in favour of 
developing consumerism. The main arguments put forward 
against are:
1. Costs too much (for the rate payer and the consumer) : 
Four-thousand complaints are received by ABTA from the 
four million holidays taken. Chandler went on to cite 
Methven'sCex-Director General of Office of Fair Trading) 
analysis of the number of complaints per £million spent 
-2.7 complaints in the case of holidays. In other words, 
the small number of complaints does not warrant the 
massive armoury of organisations partly or wholly 
dedicated to travel trade consumer protection.
2. Consumerism encourages complaints : Chandler lists the 
'consumer types' who he feels are encouraged by consumerism 
to complain:
All these possibly living in hope of receiving a free 
holiday. This phbriomenon is of great concern to the 
agent as customers complain initially to the agent.
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3. Caveat emptor : "Let the buyer beware" - Chandler argues
that the consumer has a modicum of intelligence (and 
therefore does not need protecting. In any case, the 
ultimate right of the consumer is to withdraw his custom.
The main arguments put forward in favour of consumerism in
travel:
1. Brochures*do not correspond to reality
2. Insufficient warning to clients of changes - airport delays, 
hotel changes.
3. Appalling complaints procedures
4. Law is inefficient
5. Monopoly situation of certain carriers.
Although it is not possible to arrive at final conclusions as to 
whether consumer protection should increase, decrease, or remain 
constant, it is becoming increasingly evident that the agent 
must become increasingly aware of his task to satisfy his 
customers from his unique position between principals and markets.
CONFERENCES
Although several have been attended by the researcher during 
the course of the thesis, this section will refer to the Small 
Business Management Teachers Programme held at the London 
Business School from the 3 - 1 5  July, 1977.
The conference highlighted the inefficiency of many small 
businesses as regards marketing in particular. The point was 
made that if the level of turnover is good no need is felt for 
marketing activities such as market research. Only when 
business declines and a crisis occurs is a short run need felt 
for marketing - what was called at the conference "a fire- 
bucket management approach".
On a more constructive note, the session on "marketing and the 
small business" concluded that marketing could help firms 
survive less painfully. Uhat was needed was a structure that 
took account of the following factors: the 80/20 rule that
relates 80ft of the revenue to 20/Z of the products/services sold; 
the emphasis on profits rather than simply turnover; cash flow;
hinterland study.
2?8
4.3.1 The role of the travel agent via an airline’s study of its
Consumers:
Introduction : A major national airline requested the
researcher to carry out a market research study in order to 
establish the consumer profile and behav/iour in relation to 
a particular discount tariff. The report concentrated on 
the factors that serve to make up the profile of the consumer 
and influence his behaviour but also put into perspective 
the travel agent’s role.
An illustration of what can be done to improve principal/ 
agent relations uses the "Club” formed by this airline, details 
of which appear below.
This example also illustrates another facet of travel agency 
marketing - his relationship with the principals who pay his 
commission and thus ensure his survival. This airline had 
recently instituted a Club which united agents with the airlines 
and aimed to bring their working relationships closer together.
In return for the free membership of the Club, the key agents 
receive certain privileges including: advance notification of 
of educational trips; information of principal’s training 
courses; preferential treatment when flying on the principal's 
airlines; get-togethers around the U.K; regular newsletters.
By packaging these benefits in certificates, membership cards,' 
special baggage tags the airline clearL y hopes to create and 
foster the goodwill of key agents who provide the main source 
of the principal's revenue. In addition the airline hopes to 
increase their share of agency business as well as expanding 
the cake overall by such techniques as free permanent plastic 
display cases to feature the principal's promotional material 
at point of sale. Other techniques designed to promote sales 
include prestamped response cards given to agents to enable 
them to request additional travel information for their customers.
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Finally, advertising by the principal was designed to support 
the agents by encouraging the public through his door to pick 
up the airline’s material. One line from the copy of the 
international series of advertisements shows the approach:
"So when you travel, let a Travel Agent help with the planning. 
.Then all you have to do is enjoy your trip".
The positive aspects of this relationship between agent and 
principal are stressed in promotional letters sent to prospective 
Club members. "I am sure it will help our relationship to the 
benefit not only of both of us, but also to the benefit of our 
mutual customers as well". Also, "...we know it will mean more 
business for Travel Agents, and, in turn, more business for our
airline ....  by doing everything we can to help promote
Travel Agents .... and to help Travel Agents promote.”
4.3.2 The findings
Specific information was collected on the basis of 137 inter­
views personally administered to airline passengers. The inter­
views, usually lasting 5 minutes were in the form of a question­
naire containing 14 questions.
The questions covered the following points: age; sex; occupation;
readership habits; past purchasing behaviour; purpose of trip; 
source of information; alternative travel plans; reason for 
travel; reason for brand choice (the particular airline); 
improvement suggestions; return trip arrangements; future desti­
nations of interest; other comments.
A full report was prepared containing the analysis of all the 
data above, as well as conclusions about the profile and 
purchasing behaviour of the consumers, and other observations 
made on the basis of talks with airline staff, additional passenger 
comments and general observation, on site.
The seventh question is of particular relevance to the role of 
travel agents:
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How did you hear about (the airline1s tariff fare)?
Newspaper (advertisement or article) 51
Friends 39
Travel agent 18
Colleagues 11
Airline's own staff 10
Relations 7
Other airlines 7
Television 5
NA 7
N.B. Some gave more than one answer.
The figures illustrate, in this case, the role of the travel 
agent in informing customers about.principals' services.
In this case, clearly the airline's own promotion campaigns 
in the press accounted for the largest source of infom ation 
about the fares.
4.3.3 Reaction by the airline's Marketing Director
In contrast with the previous two case studies, the interest 
shown on several points of - the study, as well qs surprise at 
others, was translated into action. It can be said that some 
of the elements of the airline's marketing programme were 
influenced by the study. The promotional message and the 
ticket purchasing 'location took account of the findings of the 
survey. Perhaps it could be postulated that when a company 
actually feels the need for marketing research and this 
research is working to agreed and precise objectives, the likeli­
hood exists that the company will take serious note of the 
findings.
4.3.4 Conclusions for the thesis
This research study into an airline's consumers illustrates 
the quantity and quality of detail that may be achieved by a 
relatively quick, and inexpensive, survey. It also showed the 
researcher that, apart from the questionnaire used, other 
research methods such as observation and interviewswith company 
staff are valuable in this type of situation.
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Chapter 4 as a whole has highlighted many of the issues 
that were raised earlier in this Part, In particular, the 
T.I.M.G. meetings raised points concerning the low marketing 
orientation and passivity of travel agents. The reasons 
put forward revolved around a combination of internal factors, 
such as agent !s motivation and external environmental factors. 
This confirmed opinions expressed both in the rest of the 
field work and in the secondary research.
The need was identified for agents to take an active 
marketing role and exploit the benefits of marketing 
application in improving their agency’s performance. 
Suggestions were made on how the agent might embark on 
changes in his marketing activities,
f ■
Pinally, the role of the travel agent was examined in 
relation to his dealings with principals. Section 4*3 
indicated that the travel agent, although important as 
a retail outlet for the principal, was not his main medium 
of promotion,
CHAPTER 5 : CONCLUSIONS
The field research analysed in this Part consisted of a study 
aimed at exploring the applicability of marketing to the 
travel agent. This field work consisted of several 
separate but interrelated sections, each of which formed 
the basis of a chapter in Part VII. Chapter I evaluated the 
responses of thirty-two agents concerning their marketing 
activities and attitudes. The questionnaire which contained 
over 80 questions yielded full and detailed answers which 
have been tabled in an Appendix. Certain key questions 
were selected for closer analysis on the basis of their 
contribution to the thesis arguments. This selective view 
of certain aspects of the thirty-two agent study together 
with deeper analysis }such as that oF the Xsoo, two by tivo tabular
classifications by attributes (pp.23»§-H3);re v e a ls  a g re a t d e a l abou t 
a g e n ts ’ m a rk e tin g  b e h a v io u r.
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The primary research on travel agents was also discussed 
in Chapter 2 which examined the comments of the agents* 
principals and "travel trade personalities". This follow-up 
survey, which included feedback from the thirty-two agents 
themselves, served to put the results of the survey into 
perspective by noting and evaluating reactions and opinions 
of other parts of the travel trade.
Chapter 3 examined the two in-depth case, studies concerning 
the marketing activities of travel agents. The potential 
application of marketing to travel agents was discussed 
together with the opinions and attitudes of the managers 
and staff concerned.
Finally, Chapter 4 contained relevant field work material 
from three other sources which did not naturally fit into 
the earlier chapters selected from the large amount of 
data available.
This field research carried out personally by the researcher 
resulted in many conclusions and implications for the travel 
agent and the travel industry as a whole. Although these 
are discussed more fully in Part VIII, the main conclusions 
arising specifically from this Part are set out below so 
that the reader can identify how Part VII has helped 
influence the overall thesis findings.
The picture that emerges is of a predominantly passive 
retail trade that does not actively, creatively approach 
its markets or its customers. This is reflected both in 
the performance indicators used in the study and the 
managers' opinions and attitudes collected by the researcher. 
The main reasons for this passive marketing stance by 
agents have been revealed by a review of all aspects of the 
primary research. They appear to centre around a combination 
of external, environmental factors and internal ones relating 
to the nature of the management.
These factors also relate to the low marketing orientation
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exhibited by most travel agents, manifested both in terms 
of marketing activities and opinions. This finding was 
reinforced by the follow-up survey, particularly the 
results of interviews with the principals.
Furthermore, there was no evidence from the research 
discussed in this Part to suggest that the behaviour or 
attitudes of travel agents can be differentiated on the 
basis of either size or membership of chains. Various 
sources from the primary research show this finding, 
whether it be the thirty-two agents themselves, or the 
reactions of the follow-up survey interviewees. Indeed 
the agents illustrated in 7.1*2. that were able to initiate 
detailed marketing activities showed by their varied 
background, that neither size nor chain membership was 
a constraint to marketing’s applicability to their 
business. The cross-classification study in 7.1*5# 
illustrated this point with a few exceptions which are 
exhibited in Appendix 12. The ranking of agents in the 
same section similarly supported this finding, although 
it must be remembered that the overall level of marketing 
orientation amongst agents was low.
The findings for this field research have implications for 
travel agents, as was mentioned in the introduction to this 
Part, The performance of the individual agent is always 
the subject of attention by the manager or owner either 
because success needs to be maintained and planned for or 
because losses need to be minimised or avoided. Part VII 
contained examples of what travel agents are actually doing 
to implement marketing activities. These examples show 
what can be done and how travel agents design and even 
monitor their marketing activities.
Part VIII Chapter 3 develops further the ideas contained 
in this Part and analyses the managerial implications.
For example, the passivity of the travel agent and his 
typically low marketing orientation could leave him 
vulnerable to external threats e.g. competition.
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The marketing approach, which emphasises an information- 
based management and is aimed at flexibility to market 
fluctuations, would inevitably impose changes on the 
agency manager's view of his business. These managerial 
implications discussed more fully in the next Part would 
focus partly on the conversion of these threats in the 
environment to opportunities.
The small or independent travel agent can see from the 
findings of this Part that he is by no means debarred or 
constrained in applying marketing to his business. The 
research has shorn, and the literature review supports the 
view, that a chief constraint is the nature of the management, 
Furthermore, Part VIII develops the idea of balance relating 
to the comparative* advantages and disadvantages of the 
small or independent travel agent. This balance suggests 
that every agent whatever his size or number in the chain 
can attempt to exploit his inherent strengths.
These implications for the travel agent also affect and are 
consequently of interest to the agent's trading partners.
It is the agents' principals and consumers who also stand 
to benefit from any increased awareness and application of 
marketing by agents. This may occur, for example, through 
greater consumer- satisfaction and greater profits for the 
principals who depend greatly on the travel agents for 
their revenue. Similarly, an increase in the number of 
satisfied customers who regularly purchase travel "products" 
benefits the agents themselves as they rely heavily on the 
commission from bookings.
Finally, the full implications and lessons to be drawn 
from this primary research have to be added to the insights 
gained from the exhaustive secondary research undertaken. 
There is a wide difference between what the published 
sources state should happen in the interests of greater 
travel agency efficiency and what is shown to actually to 
be the case. The reasons for this discrepancy lie not
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in the inappropriateness of the marketing ideas but in 
the practical limitations of the situation in which the 
travel agent finds himself.
Part VTII which follows brings together these two aspects - 
the practical dimension of marketing application by agents 
and the potential application - in a synthesis of the findings 
of the entire thesis. Por example, given that size and 
independence of the travel agent do not appear to influence 
the application of marketing to his business, hypotheses 
are formulated in Part VIII concerning possible other reasons, 
This leads on to an exposition in Part VIII of the main 
implications of the thesis for the travel agent and related 
parties based not only on published material but also on 
the original field Research conducted in Part VII,
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PART VIII CONCLUSIONS OP THE RESEARCH THESIS
CHAPTER 1
CHAPTER 2
CHAPTER 5
CHAPTER 4
: MAIN CONCLUSIONS
1,1. The Difference Between Small and Large 
Travel Agents
1.2 The Difference Between Independent and 
Non-Independent Travel Agents
1.3 Most Travel Agents Tend to be "Passive" 
Marketers
1.4 Generally Low Level of Marketing 
Orientation Among Travel Agents
: MAIN HYPOTHESES
2.1 Balance Between Strengths and Weaknesses
2.1.1 Small Travel Agents
2.1.2 Independent Travel Agents
2.2 Passive Due to Travel Industry Conditions 
and Owner/Manager Characteristics
2.2.1 Travel Industry Conditions
2.2.2 Owner or Manager Characteristics
2.3 Low Marketing Orientation Due to Existence 
of Barriers
2.4 Other Factors, External and Internal, 
Affecting Travel Agent Performance
: FUTURE IMPLICATIONS
3.1 Research Implications
3.2 Managerial Implications
: EPILOGUE
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PART VIII : CONCLUSIONS OF THE RESEARCH THESIS
Introduction
The purpose of this final Part of the thesis is to draw 
together the main findings of the desk and field research 
on the applicability of marketing to the tourism and travel 
retailer. Then, on the basis of the evidence available, 
formulate certain hypotheses to explain these conclusions.
These hypotheses would necessarily be based on information 
gleaned from the research. Finally this Part VIII discusses 
the implications of the thesis both for the travel retailer 
and the travel trade in general concerning the marketing 
applicability-to the travel agent. The epilogue ends with 
a final restatement of the main conclusions of the thesis, 
in the light of current developments.
It must be emphasised that the overall conclusions of this 
thesis are based on evidence on travel agents' behaviour 
which is specifically detailed in Part VII, which shows both 
what can be applied by agents as well as reasons why marketing 
may not always be fully applied.
The four conclusions contained in this Part Chapter 1
reflect the research made on the level of marketing application,
the behaviour, the marketing orientation of travel agents.
Given the nature of the travel agent (Part VI Chapter 2), the 
first two conclusions relate to the small or independent agent 
and answer the question as to whether size or independence 
influence marketing applicability.
Having established, on the basis of the evidence contained in 
the thesis, that neither size nor independence appear related 
to the level of marketing application, the third conclusion 
establishes the general passivity of travel agents. This 
passivity is essentially reflected in their behaviour in the 
marketing area (see Davidson Part IV Chapter l). All the 
evidence suggests that agents are passive in their approach 
to marketing.
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Related to this passivity is the question regarding the 
overall level of marketing orientation of agents, which, 
as explained in Part IV Chapter 1, is expressed both in 
terms of attitudes and activities. Normally, a passive 
agent would be low in marketing orientation, however an 
active agent may not necessarily be highly marketing 
orientated. The reason for this is that whereas a passive 
agent does not perform many marketing activities, an active 
one may carry out these activities which may be unconscious, 
haphazard, or temporary. Hence the third conclusion refers 
to the passivity of agents and the fourth conclusion refers 
to the related issue of marketing orientation. Both 
conclusions point to a generally passive travel agent who 
is low in marketing orientation.
Chapter 2 puts forward reasons for these conclusions, in 
the form of hypotheses. The first hypothesis suggests that 
size and independence do not affect the level of marketing 
application because of the balance of strengths and weaknesses 
of small and independent agents. These countervailing factors 
help explain these agents1, continuing survival and why their 
level of marketing application does not follow a different 
pattern from other agents.
The second hypothesis explains the reaction of agents to 
their marketing opportunities and threats (Levitt, Part IV 
Chapter l). The passivity is attributed to a combination 
of travel industry factors andowner/manager characteristics.
On the subject of low marketing orientation, the third 
hypothesis suggests, on the basis of the available evidence, 
that various barriers exist that prevent marketing being 
applied by the owner/manager.
Finally, if marketing appears to play a minor role in agents1 
activities and subsequent performance, the final hypothesis 
suggests that other .internal as well as external factors 
may affect agents' performance (see Part IV Chapter 1.2 on 
Ifrp.mev/ork),
Idle evidence contained in the earlier Parts of the thesis has
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provided the "basis for these hypotheses, as well as the 
earlier conclusions on which these are based. Similarly, 
Chapter 3 examines the implications of these findings on 
the travel industry.. Chapter 3 seeks to indicate, by example, 
how marketing may be applied by the individual travel agent.
The examples of marketing application detailed both in Part VII 
and Part VI Chapter 4.2 serve to illustrate what is possible 
to achieve in certain individual cases. Chapter 3 spells out 
the managerial implications of these findings.
Chapter 4 serves as a final opportunity to incorporate latest 
developments, from the travel industry and elsewhere, that 
may be relevant to the thesis. It is the intention of the 
thesis that the findings are not limited to a time frame, but 
transcend the limits of a particular time period and generally 
relate to marketing applicability and travel agents.
CHAPTER 1 : MAIN CONCLUSIONS
The Difference Between Small and Large Travel Agents
THERE I'd LITTLE EVIDENCE TO SUGGEST ANY DIFFERENCE IN THE 
LEVEL OF APPLICATION OF MARKETING BETWEEN SMALL AND LARGE
TOURISM AND TRAVEL RETAILERS:
The turnover criterion is used to classify the travel agents 
interviewed in the field study - those up to £2 5 0 ,0 0 0 being 
classified as 1 small'. Follow-up research with principals, 
discussed in Part VII lends support to this approach of using 
turnover and at the level mentioned above. This is one of 
the criteria, used to define small business. It is worth noting 
that in the general comments outlined from Parts V and VI, the 
term 'small' is not defined in the same way by the various 
contributors.
Originally, It was felt that owing to the na.ture, specific 
characteristics and problems of the small travel agent the 
level of marketing' application would vary with size. It was 
thought by the researcher that marketing would be less applied 
by the smaller travel agent. In fact the findings of Parts IV,
V and VI (desk research) and Part VII (field research) did 
not support this view.
The desk research pointed to the conclusion that marketing 
is equally applicable to small and large business. In 
Part IV, Rodger in .4.1.3* suggests that marketing problems 
do not disappear with size and that marketing functions 
must be performed by someone inside or outside the organisation. 
Roe in 4.2.1 states that there is no evidence that large firms 
are more successful than small ones. Wood in 5*1,1 cites the 
Bolton Report’s eight areas of problems facing small business 
and underlines Rodger’s point above, that these problems apply 
irrespective of size.
There is also support for the researcher’s conclusions that 
marketing may bo omuilly applicable to small and large travel 
agents in PartIV 1,1 (the Institute of Marketing), Part VT
4.1.1 (Knowles) and 4.1.2 (RAMS). (These three examples are 
taken from the body-of the thesis to illustrate the point and 
are not meant to be exhaustive).
If it can be said that the applicability of marketing is equally 
the case for small and large organisation^ the field research 
sought to discover whether there was any evidence to suggest 
the level of application of marketing differed with size.
Certainly, Baker's account of how he, as a small travel agent 
uses marketing (see Part VI 4.2) points the way to a view of 
travel argents, irrespective of size, using marketing.
The table in appendix 10 sets out the responses of the 14 
'small' travel agents surveyed (up to £250,000 p.a,). By 
examining the responses of the small agents to certain questions, 
selected from the overall questionnaire, it is possible to see 
whether there is any evidence to suggest that the small agents’ 
attitudes and activities in the marketing area differ from the 
global answers of the 32 agents, outlined more fully in Part VII 
Chapter 1.
In general, it can be said that the answers do not indicate that 
the 14 travel agents possess distinctly different attitudes
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towards marketing or that they apply less marketing than 
the average for the sample. Below are listed the 14 areas 
which have been analysed with the corresponding figures for 
the 52 agents in brackets.
1. Does marketing apply? YES 10 (21) NO 2 (7) NA 2 (4)
2. Meaning of marketing. No. 6 (the textbook
definition) 5 (7)
3. Mailing list. YES 8 (1 9) NO 6(12) NA - (1)
4. Promotion methods used in the past. Average number 5.9 (6.9)
5* Promotion methods used now. Average number 4.5 (4.7)
6. Promotion theme. YES S (18) NO 4 (12) NA 1 (2)
7. Window display choice. Seasonality 4 (9) etc.
8. Marketing research. YES 1 (3) NO 13(28) NA - (1)
9*. Enquiries recorded. YES 1 (2) NO 13(29) NA - (1)
%O1—1 Complaints recorded. YES 4 (7) NO 10(24) NA - (1)
11. Product specialisation., YES 4 (8) NO 10(23) NA " CP
12. Customer classificationYES ? (14) NO 1 '(17) NA - (1)
13. Competition: Local travel agents .3 (1 4)
principals selling direct 5 (6)
14. Travel agent role self perception: travel consultant
10 (18) etc.
The answers to these fourteen questions, chosen to represent 
the extent of marketing application in terms of awareness and 
action, follow the general trend of the sample (VII 1.4)
In like manner, the performance of the 14 agents in terms of 
business mix, promotion, training budgets and turnover growth 
ekes not differ markedly from the general picture as outlined in 
Part VII 1.1.2. (see also VII 1.4)
Furthermore, the publicity material cited in Part VII 1.1.2 
indicates that even small travel agents can engage in extensive 
. e f f o r t . to promote their agency and its services.
The follow-up study, VII Chapter 2, registered the confirmation
of principals and travel trade personalities who considered
that marketing applications by agents did not depend on their size.
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To conclude therefore, if marketing is taken to mean the 
combination of approach and action, then it can be said 
that there is little evidence to suggest that marketing 
differs in the level of application according to size of 
travel agent.
The general comments made at the beginning of this section show 
that the small and large firms share the common denominators; 
of consumers; need for a systematic approach; and profit which 
is the essence of marketing as an approach, orientation and 
organisational stance (see Part IV Chapter 1.1 )# The 
applicability of marketing is universal and although it may 
vary among travel agents in the extent of its application, size 
cannot be used -as a means of segmenting the agents.
1,2 The Difference Between Independent and Non-Independent
Travel Agents
THERE IE LITTLE EVIDENCE TO SUGGEST M Y  DIFFERENCE IN THE 
LEVEL OF APPLICATION OF IAARIvNVriNG BETWEEN INDEPENDENT M D  
NON-ETDCPlil'JDENT TRAVEL AGENTS:
This section continues the theme of the preceding one, by 
seeking to establish whether independent (defined as one 
branch) travel agents possess different attitudes regarding 
marketing and whether these travel agents1 level of marketing 
application differs from those agents from chains of two 
branches and upwards.
Originally, it was felt that the individual agent, when compared 
to the small chain or multiple, would register a lower level 
of marketing application. The findings of the field work in 
Part VII have produced little evidence to support this view.
Tie desk research makes little reference to the independent 
travel agents’ marketing activities, beyond linking these with 
the small travel argents. Consequently, little has been published 
In this field, because, a.s the '$2 agent sample showed, very few 
agents were both small and independent (only 5).
The table in appendix 11 sets out the responses of the 8 
’independent’ (one branch) travel agents surveyed. The same
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14 questions were selected as in the previous section and 
the responses compared to the responses of the 32 agents 
interviewed. Once again, the conclusion from this analysis 
is that there is little evidence to suggest that one branch 
agencies have a different level of marketing application 
than the chains. Below are listed the results:
1. Does marketing apply? YES 3 (21) NO 4 (7) NA 1 (4)
2. hearing of marketing. textbook definition 3 (7)
3. Hailing list. YES 5 (19) NO 2(12) NA 1 (1)
4. Promotion methods used in the past. Average number 6.3(6.9)
5. Promotion methods used now. Average number 4.5(4.7)
6. Promotion theme. YES 5 (18) NO 1(12) NA 2 (2)
1. Window display choice. Seasonality 2 (8) etc.
8. Marketing research. YES 1 (3) NO 6(28) NA 1 (1)
9. Enquiries recorded. YES - (2) NO 7(29) NA 1 (1)
10. Complaints recorded. YES - (7) NO 7(24). NA 1 (1)
%i—1 i—I Product specialisation., YES 3 (8) NO 4(23) NA 1 (1)
12. Customer classification.YES 4 (14) NO 3(17) NA 1 (1)
1 Competition; Local travel agents 2’ (14);
principals selling direct 2 (5)
14. Travel agent role self perception travel consultant 
5 (18) etc.
The answers to these fourteen questions follow the general 
trend of the sample. Similarly, the performance of the eight 
travel agents, in terms of business mix, promotion, training 
budgets and turnover growth do not differ markedly from the 
general picture as outlined in Part VII 1.1.2. (See also VII 1.4)
Furthermore, as in the previous section, the publicity material 
cited in Part VIII, 1.2, indicates that the independent travel 
agent is equally able to produce material when compared with 
the multiples.
The in-depth case studies discussed in Part VII 3*1 and 3*2 
show that the number of brandies - or independence - of the 
travel agent does not seem to affect the level of application 
of marketing which was low in both cases.' In fact the overall 
low level of marketing application found amongst travel agents 
throughout the field research is further discussed in Part VIII
It seems therefore, that there is little evidence to support 
the view that: independent travel agents vary in the extent of 
their marketing application.
The next section concludes that there may be another basis 
for differentiating among travel agents in this field.
1.3 MOST TRAVEL AGENTS TEND TO BE "PASSIVE” MARKETERS:
As a result of the desk and field research carried out by 
the researcher, he has concluded that most travel agents tend 
to be "passive" marketers. Passive is taken in the sense used 
by the EIU study referred to in Part VI which characterises 
travel agents as either being active, creative sellers or 
order takers and ticket issue points. Parts IV and VI contain 
many examples of the meaning of active/passive: "Take business
to the customer Instead of waiting for the client coming to 
them" (Part VI 1.4); (focus on) "opportunities not problems 
created by change " (IV 4.1).
In other words the concept of a ’passive' travel agent relates 
to one who by his attitudes in the marketing field takes a 
non-creative; non-activc role in approaching his business.
It is suggested that the results of the field work point to 
this general picture of passivity among travel agents which 
better explains the low level of marketing application than 
their size or independence, A number of questions in the 
field survey of the 12 agents give clues for this conclusion.
The agents have a narrow view of competition as being primarily 
local travel agents rather than being for the "£1 in their 
pocket". A wider view of consumer buying behaviour would 
enable more creative marketing strategies to be developed. 
Furthermore, the manner in which agents see their industry 
role in contrast to how they believe their principals see 
the agent's role shows that Ihis contradiction between active 
and passive role perceptions is widespread. The range of 
marketing activities revealed by the 32 agent survey is 
limited - little marketing research; little product specialisat­
ion; limited budgets for promotion.
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This conclusion of essentially passive travel agents is 
further exemplified by the field research with principals, 
"travel trade personalities" and in-depth case studies (see 
Part VII Chapter 2 and 3) which all backed up the idea that 
travel agents were not active in the way they approached 
their business (see also Part VII 4.1*2), In particular 
the high percentage of new business and the low percentage of 
repeat business each year shows the variable nature of the 
agent's clientele (Part VII 3*l) which is passively followed 
by the agent without any significant action to remedy it.
Furthermore, the literature review particularly by relating 
to Part IV adds weight to this contention that most travel 
agents tend to. be passive. Some examples illustrate this 
point.
The Burkart versus Baker debate discussed in Part VI 2,2 
drew into sharp focus the key factors behind the notion that 
retailers are passive. Both sides agreed that travel agents 
are passive, they only disagreed as to whether this should be 
the case, with Burkart essentially justifying the passive role. 
Baker argued that the travel agent role should be an active 
one, since the travel agency is to be considered as a business 
in its own right with the ability to influence its destiny.
The extent of the passivity is underlined by many references 
in the earlier parts of the thesis. For example, Bavidson 
in Part IV 2.1 says that only a handful of companies use 
"offensive marketing" (or active marketing). The EIIT study, 
Part VI 1.4 pointed out that travel agents were not doing 
enough marketing activities locally to exploit the considerable 
market potential for holidays. Part VI 4.2 has many examples 
to add to this, whether it v/as the ATTITB survey (Part VI 
4.2.3), which analysed travel agents' passive reaction to 
customer enquiries, or whether it was the consultant's report 
Part VI 4.2.5, that said that progressive agents are not just 
order takers but leisure package creators. Part VI 4.2 
contains many exhortations made by the trade to the effect 
that travel agents should get out from behind the counter and 
expand or create new business instead of being content, as 
they are, to sit and wait for business,
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Even Lickerish and Kershaw in their book Travel Trade in 1958, 
see Part VI 1,4, pointed to the fact that only 80 of the 4,000 
agents are creative, and that this active minority provide 
a more than proportionate amount of the business.
Summarising therefore the evidence researched suggests that 
most travel agents tend to be passive and this possibly 
explains the trend in answering the questions of the main 32 
agent survey*s follow-up studies.
1.4 THERE IS GENERALLY A LOW LEVEL OP MARKETING ORIENTATION
AMONG TRAVEL AGENTS:
Closely related to the conclusion about the general passivity 
of travel agents is the finding that there is a low level of 
marketing orientation among travel agents.
For the purposes of the thesis this marketing orientation 
may bo explained in the following way. Marketing orientation 
refers to the emphasis or priority the organisation is giving 
to systematically satisfying consumer needs profitably. This 
orientation embraces the philosophy of the firm as well as 
its range of activities in the marketing field (see Part IV 
Chapter 1.2).
The conclusion that the level of marketing orientation among 
travel agents is low has been arrived at by comparing three 
sets of data: (l) a checklist of potential marketing
applicability; (2) list of 'composite* marketing applications; 
(3) list of individual marketing applications. The distinction 
between these three will become clearer as each one is 
examined individually,
(l) Marketing Applicability
This refers to the potential range of marketing application 
that can be used. Part IV showed in Chapters 1 and 4 what 
marketing meant both in terms of the organisation and in 
terms of the industry.
Part V Chapter 4 showed the applicability of marketing to 
small business in general. Part VI Chapter 4*1 reviewed how
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marketing could be applied to tourism and travel retailing*
The material researched in Parts IV, V and VI helps to 
make it possible to formulate a checklist of marketing 
applicability.
The applicability of marketing provides the common 
denominator between industries. It gives the ideal, theoretical 
level and is distilled from all the relevant theoretical 
work published to date.
(2) Composite Marketing Application
This refers to the extent all organisations in a particular 
industry apply marketing. It is made up of the sum of 
all firms' individual applications of marketing. This 
information although available is not easily accessible 
due to confidentiality, defensiveness, lack of comparability. 
The 32 agent survey discussed in Part VII Chapters 1 and 2 
showed how a composite view could be built up of a group's 
level of marketing application. Similar problems of 
quantification occur when compiling a composite picture as to 
the individual level.
A qualitative view of the composite level of marketing 
application can be derived from firms in the industry, 
distribution system, competition, government, consultants 
and so on. Indeed, this thesis, particularly in Parts VI 4.2 
and VII Chapters 2 and 4 assembles several estimates of the 
level of marketing application in the travel retailing 
sector.
Thus it may be said that this level indicates the marketing 
application existing in a particular industry or sector.
(3) Individual Marketing Application
This relates to the extent to which one organisation applies 
marketing.
Part VII Chapter 1 contained many examples of how agents 
applied marketing. The conclusion of this cha.pter contained
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one way of quantifying “both the ’’extent" and the "marketing" 
applied by the agent. These are not easy problems to overcome 
and relate to those discussed in Part IV Chapter 3 oft- 
marketing effectiveness.
Part VTI Chapter 2' detailed views from the follow-up survey 
on individual agents' level of marketing application. Chapter 
3 of the same part gave two further in-depth examples of 
individual agents' marketing activities.
Part VI Chapter 4*2 also examined individual examples of 
agents* marketing activities, ranging from marketing research 
to promotion,
l) A checklist of Potential Marketing Applicability
-,v
1. General appreciation of marketing as a business philosophy, 
company orientation and "way of life". An awareness in 
terms of owner or manager opinions, attitudes and beliefs 
that form the essence of marketing: consumer orientation;
systematic approach; profit objectives or equivalent 
(Part IV 1.1).
2. Marketing Information System: Schwartz in Part IV 4«1«2
explains how the retailer may conduct marketing research 
(surveys, experiments, observation) and he outlines
the main uses of such research (customer profile, reasons 
behind sales patterns shop loyalty, customer opinions, 
location of actual and potential customers, advertising 
effectiveness). Schwartz stresses the informality of 
such research for the retailer, a view which Wills in 
Part IV 4*1.3 shares when he discusses the value of 
observation as a research method for the retailer. Nor 
is the smaller retailer exempt from this basic marketing 
function as was discussed in Part V Chapter 4* The 
reader should be left in little doubt about the potential 
application of marketing research to the travel retailer 
when the range of examples contained in Part VI 4*1 are 
taken into account.
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3. Marketing Objectives: as explained in Part IV 1.1 profit 
is one of the essential elements of the marketing approach. 
There is a need therefore to set objectives for the 
marketing activities of the a.gency and these are formulated 
either by means of forecasts or targets. .
4. Marketing Strategies; this refers to the design of the
marketing mix as well as to the considerations of 
segmentation strategies. The perception of competition 
and market share in consumer oriented terms would be
a necessary basis for formulating strategies (Part IV 
Chapter 1,3)#
5. The Marketing Mix
5.1 Promotion: perhaps this element of the marketing mix
yields the widest range of marketing applications to the 
travel retailer as Part VI 4.1.5 in particular, testifies.
Promotion is taken in its wide sense to include the
corporate identity and retail image (see Cox Part IV 
4#1.4)store character (ORNSTEEN Part IV 4*1#3)shop layout, 
point of sale, local advertising, direct mail and other 
media, public relations and promotion effectiveness.
V/hat is important to remember is that there is no evidence 
of any inhibitions by the writers that in theory, the 
entire range of promotion methods and techniques are 
applicable to the travel retailer and may be expressed in 
some form of promotion plan.
Sales and Distribution: in a retail service sector such as 
travel retailing both the location of the outlet (distribut­
ion) find the personnel management principles relating 
to sales are given importance. Part VI' 4.1.4 discusses 
sales training, motivation, performance evaluation and 
choice of selling methods.
5*5 Product: Wood, as was explained in Part V 4.1, illustrates 
well how important product policy is for the small business. 
The fundamental question "that business are you in?"
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(vocation) begins the product policy formulation. Part VI' 
4,1 .3 shows the value of defining the "product" that the 
travel agent is marketing, with a view to segmenting the 
market, specialising and product innovation.
5*4 Pricing: Although, resale price maintenance limits the
agent fs use of this marketing mix element, pricing remains 
an important part of his marketing planning and strategy, 
This can be seen either in terms of the ATTITB job 
description of the travel manager (contained in the 
appendix of Beaverfs book Travel Trade Practice (199)) 
or in terms of the value for money the travel agent 
chooses to offer for a given price (i.e. the services he 
offers, sp.ch as delivery of tickets),
6, Marketing Control: refers to the control procedures that 
may be adopted by the organisation to assess the 
effectiveness of its marketing activities (Part IV 
Chapter 3). Budgetting control as well as marketing 
research feedback are important elements.
The Checklist (Framework) of Marketings applicability to
the Travel Agent
1. GENERAL APPRECIATION OF MARKETING
- consumer orientation
- systematic approach (planning, strategy, 
control,management)
- profit objective or equivalent
2. r-ARj'ThTNO INFORMATION SYSTEM
- methods of marketing research
- applications to marketing problems
- financial planning/recording
- enquiries/complaints recording
3. I ARINNTNG OBJ ECTIVES
- forecasts
- targets
- globally and by marketing activity
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4. FARKTJTING STRATEGIES
- marketing mix
- segmentation
II13 perception of competition/market share
5. THE MARKETING MIX
5.1 PROMOTION
- promotion planning
- corporate identity
- local advertising, direct mail and other media
- shop layout
- point of sale
- promotion effectiveness
5.2 SALES AND DISTRIBUTION
~ retail location 
sales training
- motivation of staff
- performance evaluation
- choice of selling methods
5.5 PRODUCT
- vocation
- product definition
- specialisation
- innovation
5.4 PRICE
- discounting
- cost analysis
- value for money
6. MARKETING CONTROL
- profit and loss accounts
- cash flow
- budgetting
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2) List of ♦Composite1 Marketing Applications
Whereas the previous checklist refers to the potential 
applicability of marketing to travel agents, this list 
is made up of the combined answers given by the 32 
travel agents in the main field survey* These combined 
answers to the main questionnaire yield a range of 
marketing applications used in practice by at least 
one agent in the sample. Thus it may be said that the 
composite answers show the range of application of marketing 
possible in practice, when added to the examples in 
Part VI 4*2 and VII Chapter 3*
The crucial difference between this list and the previous
one is that the constraints of setting the questionnaire 
•»v.
.in terms of length, confidentiality and data availability 
meant that the composite list is necessarily smaller in 
scope than the potential applicability of marketing. In 
addition constraints at .industry level serve to limit 
the extent of applicability e,g, KPM on package holidays.
What the desk research and field survey did show was what 
was possible to achieve in practice. Below is a list of 
the topics covered by the questions on marketing 
applicability in the field research.
1. General appreciation of marketing (meaning, attitudes9 
competition)
2, Marketing information systems (marketing research, 
enquiry/complaint recording, budgetting, record-keeping)
3. Promotion (mailing list, methods used, budget size, 
shop layout, window display, theme)
4. Sales (training budget)
5, Product (specialisation, classification of customers)
6, Distribution (hinterland study)
7. Price (reactions to RPM, cost)
8, Marketing planning (objectives, strategies and controls)
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The reason why this list should he smaller than the 
potential applicability is due to a combination of 
factors such as constraints on travel retailing from the 
travel industry and the generally low level of marketing 
orientation amongst travel, agents. This checklist and 
the following one are difficult to construct because of 
constraints in data collection, assuming the information 
actually exists.
3) List of Individual Marketing Applications
When individual responses are analysed, it can readily be 
seen that the level of application of marketing is generally ! 
low among travel agents, in terms of their responses to the 
survey’s questions. It would be expected that a marketing 
oriented travel agent would not only be aware of the \
meaning and scope of marketing but would be actively involved 
in marketing activities such as promotion, sales, marketing 
research, planning .and so on. None of the 32 respondents 
could be said to have comprehensively answered all the 
questions in a ’marketing oriented manner’, (see Part VII 
Chapter l).
It is worth noting, that the literature review also 
indicated that the level of marketing orientation was low 
in industry in general e.g. Norman Hart’s study, Davidson, 
both discussed in Part IV 2.1. Wills and Stanton in Part 
IV 2.2 illustrate this by pointing out the case of marketing 
research which appears to be little used. Marketing 
research is a useful indicator of the level of marketing 
orientation, since this information input is basic to the 
elaboration of the marketing approach. Pickering in his 
study of small business (Part V l.l) indicated that little 
use was made of marketing in the hotel industry. Part VI
4 .2  illustrates the isolated nature of marketing application 
by individual agents with the consultancy study commissioned 
by Travelnews (236)' underlining this low level of marketing 
orientation among agents. Interestingly, this study 
introduced the idea that performance in terms of market 
share, market penetration find hinterland exploitation v/as 
indicative of an industry not attuned to meeting the needs
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of its actual and potential consumers.
Finally, the field research relating to the feedback 
interviews with principals, "travel trade personalities" 
and the TIMG meetings confirms this view of a substantial 
majority of travel agents appearing not to be marketing 
oriented.
Extent of Marketing Orientation
As developed in Part IV Chapter 1, marketing orientation 
focusses on the extent of marketing^ impact on the 
organisation. Since marketing orientation may be seen 
as the embodiment of the attitudes and activities of 
the firm in the marketing area, it can be assessed also 
by reference to these different levels of application.
At the Level of the Organisation
1. Absolute Level of Marketing Orientation
This may be expressed as the relationship between the 
individual marketing application and the marketing 
applicability level. Part VIII Chapter 2 compares these 
levels in the course of elaborating one of the hypotheses.
2. Relative or Competitive Level of Marketing Orientation
This refers to the individual level compared to the 
industrial or composite level of application. Part VII 
Chapter 1 and related Appendices particularly refer to 
this relationship, as regards the group interviewed.
At the Industry Level
3. Industrial Marketing Orientation
This compares the composite or industrial level with that 
attainable in theory - marketing applicability. Part IV 
Chapter 2 discussed this aspect, by highlighting 
constraints affecting the travel industry.
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Conclusions
The main conclusions of the desk and field research focus 
on the behaviour of travel agents in the marketing area and 
suggest that the travel agents are generally passive in 
their approach and not marketing oriented in their business 
operations. There is no evidence to suggest that this 
comparatively uniform picture throughout the trade varies 
according to whether the travel agent is small or large, 
independent or member of a chain.
CHAPTER 2 ; MAIN HYPOTHESES
2.1 SIZE AND INDEPENDENCE DO NOT APPEAR TO DIFFERENTIATE AGENTS*
APPLICATION OF MARKETING DQE TO THE BALANCE BETWEEN EACH ONE’S 
STRENGTHS AND WEAKNESSES:
Both the literature review and the 32 agent study have yielded 
a number of factors contributing to the strengths and 
weaknesses of small and independent travel agents. Although 
the factors themselves are not weighted in importance 
(apart from frequency of response during the 32 agent study) 
the range of factors on each side of the balance indicates 
how delicately the advantages and disadvantages are poised.
Although the strengths and weaknesses of small and independent 
travel agents have been found to be interrelated, they are 
tabulated separately to show specifically how the notion of 
balance operates in each oase.
2.1.1 The Balance Between Strengths and Weaknesses of Snail Travel 
Agents
The Table below shows that the principal strengths of small 
travel agents that emerge from the research are: flexibility
to respond to market changes; closer, personal contact with 
the agency’s customers and markets; personal service.
On the other hand, the main weaknesses that arise from both 
field and desk research seem to be: economic vulnerability;
constraints of time, management ability and money; negotiating 
weaknesses,
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The Table gives the full range of factors mentioned and 
illustrates that the small travel agent although faced 
with certain disadvantages due to his size, nevertheless 
may benefit from certain strengths by virtue of his size 
(i.e. not being big).
STRENGTHS WEAKNESSES
Desk Research
1 i
Not overburdened administratively
(v.1.1.) !
Flexibility and speed (VI.3.1.)
& (IV.4.1.5) & (V.1.3)
Knowledge of customers/markets 
VI.3.1) & (V.2.1)
Greater product/market
specialisation (IV.4.1#5) & 
(V.2.1)
Management flexibility (V.2.1) 
Creative leverage (V.4#2) 
Convenient location 
Personal contact 
Low overheads in 
suburb s/villages 
Low labour costs ]
Owner*s motivation and
(v.1.3.1)
Lower "head office type" 
overheads (VI.3«l)
(IV.4.1.5)
Ho bulk buying (IV.4.1.5 )
&  (vr.1.3)
One man cannot join ABTA 
(VI.1.3)
Diseconomies of scale in 
labour costs with growth 
(vi.1.3) & (IV.4.1.5)
No time to release staff 
for training (71.1*5)
Too busy (V.1.1)
Short run more important than 
long run (lV.4.15 ) &
(v.l.3)
Economic vulnerability - low 
cash reserves, staff 
competition with easy 
entry (V.1.5.) & (IV*4«1*!>) 
Shortage of cash - difficult 
to borrow money (V*2*l*)
& (iv.1.5)
Time, ability, moneycconstraints 
(V.2.1)
Poor marketing planning esp* 
product (lV.1.5)
Poor management (lV.1.5*l)
52 Agent Study
Personal service (8)
Personal knowledge, contact, 
closer to market (4)
Control (2)
Simpler
Speed
Security
Involvement
Immediate feedback of results 
Clearer lines of responsibility
Smaller stocks 
Negotiating weaknesses 
No market research possible 
Vulnerability to trends 
No IATA membership possible 
Perception by the market 
Staffing levels 
Public image 
Perks less likely 
Limits to promotion budgets 
Unlikely to attract business- 
house business 
Reputation 
Goodwill
Staff continuity
TABLE Strengths and Weaknesses of Small Travel Agents
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2,1.2 The Balance Between Strengths and Weaknesses of 
Independent Travel Agents
In similar fashion, the Table below, based on data researched 
in the course of the thesis, shows that the independent travel 
agent*s main strengths are greater freedom of action and more 
control of his business. On the other hand, not being in a 
chain, raises similar weaknesses to those of the small agent, 
for the independent agent: less bargaining power;
vulnerability to trends. In fact the references in the Table 
in 2.1.1 which relate to strengths and weaknesses of small 
agencies also were stated to apply to independents (small 
independents - IV,4*1.5, VI.3.1)
STRENGTHS WEAKNESSES_ _ _ _ _ _   ^ 1
32 Agent Study
More freedom (9) Less bargaining power (4)
Control (4) Vulnerable to trends (2)
Staff advantages (2) Obtaining finance (2)
Autonomy (2) Survival more difficult
More flexibility - • . _  , _
Speed of decision Lower salaries 
Lack of brand name 
Staff welfare
TABLE Strengths and Weaknesses of Independent Travel Agents
2.2 AGENTS TEND TO BE "PASSIVE" MARKETERS BECAUSE OF TRAVEL
INDUSTRY CONDITIONS AND CHARACTERISTICS OF THE OWNER OR 
MANAGER:
The combination of external and internal factors (see also 
Part VIII 2.4) explains the widespread passivity of travel 
agents. This arises because certain conditions in the travel 
industry together with certain characteristics of the owner 
or manager tend to favour this lack of activity (c.f. also 
framework Part IV Chapter 1,2 internal/external factors).
2.2,1 Travel Industry Conditions
A number of specific examples can be brought forward to explain 
how this passivity amongst travel agents developed due to industry 
conditions.
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The historical perspective, mentioned for example in Part VI
1.4 Part VII 2,2.3# underlines the view of an industry that 
has been in "boom market conditions with an expanding demand due 
in part to higher living standards and improved transport. Not­
withstanding certain short term crises, this boom late In the 
sixties and early seventies, coupled with easy entry into the 
market when leases were cheap and low capital intensity was the 
nature of the business, led to a feeling of complacency among 
many travel agents.
This feeling of complacency could be said to have been encouraged 
by the travel agent's relationship with his principals. This 
point emerged very clearly from interviews with principals 
(Part VII 2.2), "travel trade personalities" (Part VII 2.3) 
and the TIMG meetings (Part VII 4.1). As Yacoumis pointed out 
in Part VI 2.1 the travel agents could be said to be conditioned 
by their principals to believe that the agent can do little to 
influence demand. In other words, the marketing activities 
(promotions, product development, pricing, marketing research, 
planning, selling) of the principals leave the travel agent in 
a state of passivity as he feels the principal is doing all the 
marketing on his behalf. Interestingly, the 32 agent study 
brought out this conditioning in connection with the agent's 
perceptions of his role in the industry (see Part VII 1.3).
The principals' own view is far from clear as the feedback 
interviews with them indicated. Whereas some were content 
for the travel agent to be passive others felt that although 
indeed he was passive, he should not be.
The consultant's study detailed in Part VI 4.2.1 suggested 
that travel agency passivity could be linked to the nature of 
their hinterland (local population density, trading position, 
well developed shopping centres). In other words, the location 
of the travel agent in relation to his hinterland influences 
his attitude to creating new business ("handed on a plate" was 
a phrase that was repeated several times by interviewees in 
connection with travel agents' business).
Linked with this former point, the extent of competition has 
been suggested as influencing the extent of agent passivity.
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Consequently if the protection afforded by A.B.T.A. to the 
industry through Stabiliser, is considered together with an 
expanding market then a picture emerges of relatively low 
competitive activity between travel agents. Two trends that 
are beginning to affect the amount of competition are the 
threat of direct selling by principals and the surplus of outlets 
due to historically easy entry. See also Part VIII Chapter
3 . This also relates to agents* view of competition and their 
role in the travel industry.
Davidson (Part IV 2.l) summarises this discussion by suggesting 
that marketing becomes more important (and by implication passivity 
declines) under certain market conditions: competitive conditions;
high margins; rapid change in technology and consumer tastes; 
frequent consumer purohase; good opportunities for product 
differentiation.
2# 2. 2 Owner or Manager Characteristics
The widespread nature of passive travel agents is also due to the 
characteristics of the person responsible for the day-to-day 
running of the travel agency (the owner or manager) and the policy 
making, if any (the owner or manager).
The desk research revealed many references, particularly in Part 
V, to the effect that owner/manager characteristics tended to 
be: lack of formal qualification; lack of management knowledge;
lack of management ability. Furthermore, the effect of the 
owner/manager on his travel agency extends through his individual 
personality and his personal motivation in running the business 
and his personal perception of market opportunities; Importance 
of personal service and flexibility.
The field research, particularly the interviews with principals 
and "travel trade personalities”, underlines the view outlined 
above that the management experience and ability and the 
motivation of the owner/manager contribute to the passivity of 
travel agents. The TIMG meeting (PartVII 4*1#4) also stressed 
the motivation factor, in terms of "kicks or profits" and that 
this influences their perception of their marketing activities.
310
THE LOW MARKETING ORIENTATION IS DUE TO THE PRESENCE OP A 
NUMBER OP BARRIERS WHICH TEND TO ADD TO THE RESISTANCE TO 
CHANGE BY AGENTS:
The previous section ended on the subject of the individual 
owner/manager's impact on the travel agent’s passive approach. 
The individual’s behaviour is also key. to the explanation of 
the low marketing orientation amongst agents, since a passive 
approach is very much related to an agency that is not marketing 
oriented.
The notion of barriers is helpful in explaining this phenomenon 
noted in Part VIII 1.4* for the reason that when an agency is 
faced with changing from one orientation, 6r business philosophy, 
to another, there is the natural phenomenon of resistance to 
change. This resistance can be characterised by the existence 
of certain barriers that prevent the travel agency from 
adopting the new (marketing) orientation. These barriers are 
especially important to identify in the light of the general 
view emerging from the research that marketing leads to better 
agency results in the market. The notion of barriers emerged 
not only from the psychological approach adopted by Petrof 
(Part V 2,2) but also in the course of field research with 
"travel trade personalities" who raised the idea of barriers 
accounting for the low marketing orientation amongst agents.
The many barriers mentioned during the course of both the desk 
and field research, may be conveniently grouped into five head­
ings: ignorance; old traditions; view of marketing; excuses; 
psychological barriers. In addition the barriers may be grouped: 
Barriers at the Individual Agency Level
These barriers operate at the level of the organisation and 
have the effect of preventing it from applying the full range 
of marketing techniques available in the industry.
Part IV Chapter 2 examined the conditions for marketing’s 
occurrence in practice and suggested certain reasons for this 
level.
Part V Chapter 2 discussed the problems of small business 
several of which could account for the pattern of small 
business marketing applications.
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Part VI Chapter 4*2 reviewed what certain agents were doing in 
the marketing field and some of the sources included in this 
section offered reasons for the level of application.
Part VII Chapters 2, 3 and 4 also provided some original 
material from the field work to help identify the existence 
of harriers and reasons for their importance in affecting the 
level of marketing application.
These harriers may he expressed as the difference between the 
composite marketing application (of the industry) and the 
individual marketing application of the organisation.
Barriers at the Level of the Industry
These harriers operate at the level of the industry (or total 
firms in the sector) and prevent the industry from fully 
applying marketing.
Relating as they do to the first type of harriers, these 
harriers were referred to in Part IV Chapter 2 as well as Part V 
Chapter 2. Part VI Chapters 1 and 2 also contained material 
referring to industry-wide harriers affecting the travel industry.
The field work analysed in Part VII also referred to these 
type of harriers as explaining the industry’s level of marketing 
application - Chapters 2 and 4*
These harriers may he expressed as the difference between the 
marketing applicability level (ideally) and the composite level 
attained in the industry.
Total Barriers
As the above harriers are mainly differentiated on the basis of 
the individual organisation relating to its industry and the 
industry relating to the ideal level, it is necessary to consider 
the operation of harriers in general.
The total harriers of course all affect the individual travel 
agent either directly or indirectly through his membership of 
an industry or sector.
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The total "barriers may "be expressed as the difference between 
the marketing applicability and the level of marketing 
application attained by the individual agent.
Reverting to the five headings mentioned earlier:
Ignorance: The level of ignorance amongst travel agents is
critical insofar as this affects their awareness and knowledge 
of their business and ultimately governs their ability to manage 
effectively. The research has indicated that ignorance extends 
to: the nature of competition; the true trading and financial
status; how, when and why to advertise; the full range of 
marketing activities. In addition, little is known about the 
principles and practices of modem management and a lack of 
management ability gives rise to a casual superficial approach 
to management problems. This lack of management ability is 
partly due to ignorance which results in the serious misuse of 
business records and information and partly due to limited 
education and experience which in turn give rise to closed minds 
and personal lack and misuse of time (Broom Part V 2.1). Related 
to this ignorance, is apathy, expressed in Part VI 1.4 as the 
•locked drawer syndrome* or 9-5 mentality.
2. Old Traditions: As mentioned above, agents tend to be bound
by tradition, which acts as a brake to developments such as the 
move towards marketing orientation. The research has revealed what 
type of traditions act as barriers, and a list of these are 
outlined below:
- oriented towards providing solely a booking service
- tendency to classify any positive sales effort as unfair 
competition (c.f. the * cultural* view of selling expressed 
by one of the principals)
- nineteenth century attitudes to people (so crucial in a 
service industry)
- agents guided by archaic conditions that lead them to 
believe only they can possibly know and run their business.
3. View of Marketing: The general picture emerging here is
that there is too narrow and specialist a view of marketing, with 
agents not taking a total approach to the business. Naturally,
a distorted and uninformed perception of the nature and scope of
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marketing forms a natural barrier to its adoption. In this 
connection, prejudices must be added and these centre around 
theory versus practice or academic versus practical considera­
tions.
4. Excuses: The generally disappointing performance of travel
agents as detailed in Parts VI and VII, leads agents to seek 
excuses to defend their poor record. A good example of this is 
provided in Part VI 1.4 concerning agents* reactions to being 
dropped as a tour operator agent. The tour operator was blamed 
for: bad brochure displays; no calls by representatives; no
availability on holidays requested by agents; no display 
material; difficulty in making reservations; wrong target 
levels which were often only narrowly missed. The agent’s 
location was also blamed; too much competition; local 
economic problems; small town; isolation.
All these excuses, while satisfying the travel agent himself, 
only serve to obscure reality and provide another barrier to 
the greater marketing orientation of the travel agent. Cost 
and time were significantly absent from answers concerning the 
absence of marketing research.
5, Psychological Barriers: These barriers centering on the
individual (travel agent) were introduced originally by Petrof 
(Part V 2.2) to help explain why the unprofitable small business 
survives. However his points have been taken in the context
of all agents most of whose performance according to available 
evidence is less than the optimum.
These psychological barriers consist of:
- motivation - interest in fringe benefits (car, "eating the
goods")
- psychic income (independence, freedom from
outside control, desire for status, recognition, 
self esteem, security)
- personal discipline - over-involvement with daily problems
(what Davidson calls "fire-fighting")
- personal aspirations - insistence on family control
- owner not consumer orientated
- assumptions made on limited experience
- fear - of the unknown
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- of the complications surrounding marketing
A good example of all these harriers mentioned in this section 
comes when the case of marketing research is examined* As 
mentioned earlier this represents one of the pivotal areas of 
marketing and yet there is great resistance to its adoption hy 
travel agents* Shis low level is explained in Part IV 2.2 
as partly due to companies* limited view of marketing research 
and partly due to a limited view of marketing generally (failure 
to recognise competition, equating marketing with selling, 
failure to recognise problems as marketing problems)* Part V 
pointed out that small business often saw paper work as an 
irritating diversion from the real job of running the business 
(Part V 1*3) and that the sixth sense of agents to gauge the 
divine needs of customers is severely limited by the lack of 
marketing information, often only relying on customer complaints 
and enquiries*
Marketing research throws up the need to demonstrate that its 
costs are outweighed by its benefits, and this being difficult 
to prove has led to inertia and the tendency to undervalue the 
merits of marketing (Part VI 2*2).
This cost/effect approach may be one of the measures to reduce 
these barriers and should be the subject of further research 
(see Part VIII Chapter 3) especially as this thesis, in Parts V, 
VI and VII has shown that on a limited scale it can be done*
2.4 THERE SEEM TO BE OTHER FACTORS APART FROM MARKETING, EXTERNAL
(TJNCONTROLLABLE) AND INTERNAL (CONTROLLABLE) THAT AFFECT AGEHTS* 
PERFORMANCE:
Here, the theme developed by Levitt at the beginning of Part 
IV 1,1 is returned to, where he says that marketing is 
concerned wiihbalancing the threats and opportunities of the 
firm’s external environment with the aims and resources of the 
internal environment. In addition, Foster quoting Mallen*s 
view of the firm's internal and external environment (Part IV 
1.4) is useful in laying the foundations for this section*
As far as internal factors are concerned, marketing as well as
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other controllable factors such as finance, personnel and 
general management govern the likelihood of success. Indeed, 
the Bolton Report, discussed in Part V, mentioned eight problem 
areas for the small business, of which marketing was only one. 
However, as the researcher takes a broad view of marketing to 
encompass all "customer impinging resources" (Kotler) it could 
be said that a fully marketing oriented travel agent would 
render all these internal (controllable) factors subordinate to 
marketing.
The in-depth case study in Part VII 3*2 showed that not only 
internal but external factors may intervene into the marketing 
cost/effect relationship. The desk research, particularly 
concerning the development of the travel industry, showed the 
number of external factors that may affect not only the size ofi !
the overall cake but the individual agent's share of the cake. 
These factors include: economic factors (precipitating possible
short-term crises); climate; political (e.g. war in Cyprus); 
medical (Cholera in Portugal); consumer protection; common 
market; direct selling by principals; competition; A.B.T.A. 
activities; government policies and legislation.
CHAPTER 3 s FUTURE IMPLICATIONS 
Research Implications
This thesis on the applicability of marketing to the tourism and 
travel retailer has opened up further avenues for research which 
are related to the central theme.
Certain marketing techniques' applicability to the travel agent 
could be researched in more detail e.g. marketing research, 
market segmentation.
The cost/effect relationship mentioned in Chapter 2 could be 
explored with a view to attempting to build up a comprehensive 
series of cases of marketing expenditures linked to results. This 
would also have repercussions on methods that could be used to 
overcome some of the barriers in Part VIII 2.3*
The effect of certain trade developments on the travel agent could 
be investigated in order to establish how certain external factors
influence the agent's marketing activities. These trade
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developments could include: role of the Common Market;
consumerism; direct selling; role of A.B.T.A. Further 
research could be undertaken to compare the results of the 
researcher's 52 agent survey in south-east England and east 
Anglia with other regions of the country to see if certain 
variations exist* In addition, the relationship of type of 
settlement with travel agent activity could be examined.
Other potentially fertile areas for research include the 
exploration of the principal/agent relationship to see whether 
the application of marketing at travel agent level is affected, 
and if so in which way, by trends in this relationship. Another 
relationship worthy of research could be the relationship of 
head office and. its branches in order to see how economies and
diseconomies of scale arise.
■
In fact, the marketing behaviour of multiples could be studied in 
order to shed more light on the potential application of 
marketing in practice e.g. computerisation and marketing.
Finally, the United Kingdom travel retail sector could be 
compared with the travel retail trade in other countries such 
as the United States, which possibly have useful experience in 
this field of marketing applicability. The U.K. sector could 
also be compared to the marketing experience of some of the 
many other U.K. industries mentioned in this thesis e.g. insurance, 
garages, grocery retailing.
Managerial Implications
Part VIII Chapters 1 and 2 spelt out the main conclusions and u- 
hypotheses resulting from an exhaustive desk research (Parts 
IV, V and VI) and extensive field research (Part VIl). These 
findings have important implications for the manager. The 
rest of this chapter is devoted to analysing the lessons the 
manager can derive from those findings, and the practical ways 
in which he can begin to implement these findings in his best 
interest.
The findings concentrate on three areas:
1. The potential application of marketing to the retail 
travel agent.
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2. The extent of marketing’s application to travel agents 
in practice*
3# Possible reasons for the discrepancy between L and 2#
The conclusions and hypotheses resolve themselves into four 
areas:
1. Agents* level of marketing application cannot be 
differentiated on the basis of size or independence.
The main reason is the balance of strengths and 
weaknesses.
2. Most travel agents tend to be passive marketers. The main 
reasons are travel industry trends and characteristics of 
the manager.
3. There is a generally low level of marketing orientation 
among agents. The main reason is due to the existence of 
barriers that add to resistance to change by agents,
4. There are additional factors affecting agent performance, 
external (uncontrollable) and internal (controllable) 
factors.
The first conclusion consisted of dispelling the notion that 
travel agents* marketing behaviour could be classified according 
to their size (annual turnover) or their independence (number in 
chain). The field research discussed in Part VII corroborated 
the conclusions of the review of published material evaluated 
in Parts IV, V and VI that neither size nor independence 
inhibited the application of marketing. The implication of 
this finding affects travel agents of all types; from small 
to large; from independents to multiples.
The notion of balance (strengths, weaknesses) was hypothesised,
. in the previous chapter, as a major reason for this finding.
The implication for the manager is to attempt to minimise the 
disadvantages and capitalise on the advantages inherent in his 
travel agency by virtue of his size or independence. If the main 
strengths and weaknesses identified in the previous chapter are 
compared to the possible solutions practised by certain agents,
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then a range of options arises that will relate differently to 
different agents* Earlier in the thesis, particularly Part VII 
and Part VI Chapter 4.2, the practical examples of marketing 
applications were highlighted. The key implications for the 
manager (from the point of view of a small or independent one) 
are discussed "below.
The manager may reduce the weaknesses of small size by noting 
the practical moves undertaken by certain agents. For example, 
to overcome the disadvantages of limited financial resources 
which agents feel do not permit market research or extensive 
promotion, joining a voluntary group could be considered. The 
general advantages were spelled out by Maidment in VI 3.2 and 
consisted of ways- of compensating for certain weaknesses of the 
smaller agent. Voluntary groups, by their loose association 
of member agents, can "overcome other weaknesses e.g, difficulty 
of bulk buying; source of finance; computerisation. The 
voluntary group is a practical method of minimising the economic 
vulnerability of the smaller agent caused by low cash reserves 
and increasing competition from the multiples by seeking 
economies of scale; synergy and mutual benefits that a clubbing 
together of individual agents can provide. The weakness of 
staffing - continuity; provision of perks; day release; level 
of service - could be lessened if the example of Bob Baker were 
followed - see Part VI .4#2.1, This travel agent has upgraded 
the status of the selling function and engages in weekly staff 
training sessions for example, in an attempt to recognise the 
importance of staff in retailing a travel service. Another 
weakness of the smaller agent mentioned in the course of the 
32 agent survey, was their poor public image and reputation as 
perceived by their local market. Increased attention to public 
relations would lessen this weakness by creating the right climate 
for the agency to market its services, e.g. Norman Bichardson 
Travel VI 4.2.4 Another weakness the agent could minimise is 
pressure of time on the manager of the small agency. This 
weakness could be lessened by sound planning (budgets, targets) 
which could spell out the short and long term objectives of the 
agency and at the same time help lessen the vulnerability to 
competition by making the manager more prepared to defend his
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market share or attack new segments, Kajor multiples seen in the - 
course of the survey on principals - VII Chapter 2,2 - and in the in- 
depth case study - VII Chapter 3.2 - already apply comprehensive 
plans to their marketing operation. Finally, the disadvantages 
of holding smaller stocks (brochures, etc.) and difficulty in 
attracting the business house turnover could be overcome by 
specialisation. Marlowe in his study of agents (VI 4#2.1) concluded 
inter alia that specialisation led to better performance.
The weaknesses of the independent agents mentioned earlier in 
Part VIII Chapter 2.1, are similar to those outlined above with 
the major exception of the impact of the Head Office support on 
the individual outlet. Once again, membership of a voluntary group 
could overcome some of the problems caused by being independent 
e.g. joint local advertising; joint market research; sharing of 
computer facilities. ,*y.
The manager can capitalise on his strengths as a small agent by 
recognising that one of his major assets is his flexibility and 
speed of reaction to changes in the market. The small agent, by 
virtue of his size, is not overburdened by administration, and is 
enabled to exercise better control, through immediate feedback of 
results. All this depends on the manager adopting a systematic 
approach to his business, which involves recording, targetting, 
budgeting the marketing activities so as to be able to use his 
capacity to respond quickly to market changes. Again, the in- 
depth case studies VII Chapter 3> showed what could be done in 
practice from existing company records (3.l) and what a major 
multiple actually does (3*2), Bob Baker (6.4.2.1) explained how 
the small agent can use the skill of the larger agent to his own 
advantage e.g. "creative leverage" in the realm of advertising 
design. Another strength is the staff involvement and motivation 
that arises from a small business with clear lines of responsibility 
and a comparative absence of bureaucracy. This potential for 
agency staff involvement and motivation can be combined with the 
greater personal contact and knowledge of customers to increase 
the quality of personal service. The 32 agent survey revealed 
that most agents felt that staff held the key to success. The 
implication of these findings is that the manager must invest in 
staff development in the way the multiples do. As mentioned 
earlier in this section, the manager has to evaluate the specific
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trade-off in terms of costs and resultant effects, e.g. whether - 
increasing his training budget is likely to lead to better 
results.
The independent travel agent can also capitalise on his strengths, 
mainly in terms of flexibility, caused by the freedom of the 
manager to take decisions without consideration of head office/ 
branch relations. One tour operator mentioned to the researcher 
in the course of his field work, (VII Chapter 2.2) that the 
independent agent is able to promote a special offer from his 
principal at a speed which normally the multiple cannot match.
Thus it may be ooncluded that the overriding implication of the 
first finding is that the individual agent needs to be aware of 
the main strengths and weaknesses inherent in his business and 
then choose from the range of practical options to him, which are 
most suitable to his agency, in cost effective or other terms.
The second finding was that agents tend to be passive marketers 
operating as order takers or ticket issue points. The thesis has 
shown both through the desk research and through the field research 
that this passive approach is a controversial subject, whether in 
terms of debates in the travel press (Bur kart and Baker 71, 2.2) 
or in terms of agents1 self perceptions (32 agent survey VII 
Chapter l) or in terms of the rest of the travel trade’s percept­
ions of what the agent could or should be doing (VII Chapter 2).
This passive approach, what Davidson might refer to as the 
antithesis of his "offensive marketing", characterises the 
majority of agents whether in the opinion of travel trade 
personalities (VII Chapter 2.3) or those expressed at a TIMG 
meeting (VII Chapter 4*1#2) or the research study by Marlowe 
(VI 4.2.1). This thesis further suggests that travel industry 
conditions and owner/manager characteristics lie behind this 
passivity (VIII Chapter 2.2).
Marketing research is essential to arrive at this increased 
sensitivity to industry trends and many of the sources quoted in 
the thesis stress this feature, for example Stapleton and Stanton 
(IV Chapter 2.2); Wood (V Chapter 3*l)» Kanter (VI Chapter 4#1«3)* 
This emphasis on the need for marketing research is complemented 
by practical example of agents, e.g. VII Chapter 1.2.2 This form
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of feedback provides the agent with the information to guide 
his decisions and evaluate his assumptions about the market.
For example, one of the main trends contributing to this 
passivity was suggested by certain principals in the follow-up 
survey to be the historically boom market conditions. This travel 
market needs to be carefully monitored if an individual agent 
is to profit from market opportunities and avoid market threats.
Another important implication related to this finding is the 
impact of the principals* activities on the travel agent and its 
marketing.
Although the agency manager*.s income derives from commission 
earned on the sales of his principals* products and services, his
continued survival depends greatly on satisfied customers that
i
enter his agency outlet. Ideally, a marketing oriented agency
* ^
will satisfy customers* interests and at the same time meet the 
interests of the agency manager and his principals.
However, the influence that principals may exert on the agency 
manager*s marketing activities means that in certain cases, he 
may be inhibited or encouraged by those from whom he earns 
commission. The potential influence of his principals covers 
most spheres of the agency manager*s marketing including:
Product formulation
Product information (brochure design, availability)
Facilities for travel agents to make up their own Incentive Tours
Provision of credit
Pricing - commission levels
Enquiry handling
Complaints handling
Marketing research on consumers of travel product
Window display material
Mass media advertising of travel products
Public relations activity affecting principals* image
Joint promotion activities
Counter staff incentives - educationals
Thus, it can be seen that the principals, through their own 
marketing activities, influence those of the agency manager by
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limiting his range of strategic and tactical options. These 
options are limited by the package tours and transportation 
offered by the principals and also to some extent by their 
promotional activities over the heads of the agents.
There are situations when the principals could materially affect 
the agency manager*s attempts to adopt the marketing approach 
(c.f. Part VI Chapter 2.3). Firstly, the situation can arise 
in which the agency manager fails to receive the support he 
feels he needs from his principals. The word "support” itself 
implies that the distribution role of the agent is in the front 
line, with the agent at least sharing an equal part with the 
principal in ensuring profitable customer satisfaction. This 
support takes many forms, as indicated in the list above, and 
ranges from quick responses to agency enquiries to the satisfactory 
handling of customer complaints and the efficient servicing of 
his outlet in terms of merchandising material. This support may 
be expressed in terms of the principals* responsiveness to 
agency needs. The agency manager’s requirements are likely 
to put more strain on his link with principals as the manager 
becomes more sensitive to his market’s actual and potential needs.
Secondly, the principals may affect the agency’s own attempts at 
marketing, if future marketing plans of the principals ignore the 
views, opinions and interests of the agency manager concerning 
his markets. A manager confronted by a principal who is 
disinterested, apathetic or oblivious to his needs, will try to 
counter this by using his newly acquired marketing skills to 
increase control of his destiny e.g. by specialising, by creating 
his own products (c.f. historical context Part VI Chapter l).
Finally, the agent may be affected by his principals’ attitudes 
and behaviour towards him. This underlines the two earlier points 
but needs emphasising. Earlier in the thesis, (Part VII Chapter 3)t 
field work indicated the partly schizophrenic view by principals 
of their agencies. On the one hand, principals need agents to 
assure the distribution of their'products. On the other hand, 
they cost the principals money in terms of commission and servicing. 
Furthermore, although the principals see the agents as being 
generally passive order-takers, they feel that agency managers 
should actively seek business. This ambivalent attitude further
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incorporates the idea that the principals* interests may not 
be best served by agents fighting each other for market share, 
instead of enlarging the travel market generally and increasing 
their penetration. It is worth noting that principals are also 
aware of the profit opportunities inherent in direct sales to 
customers. Again on the other hand, principals would appreciate 
an efficient network of marketing oriented travel agents capable 
of creatively and actively expanding the travel market.
This increased awareness of industry conditions also includes 
a good understanding of the nature and extent of the agency’s 
hinterland and the relationship of his location to his 
surroundings. Wills (IV Chapter 4.1.5) shows what could be 
done by the retailer in terms of a hinterland study and an in­
store study, Marlowe’s study (VI 4.2.1) indicated the importance 
of market penetration^studies as a practical guide to gauge 
sales potential. The researcher’s 32 agent study included 
observations of agency manager offices which indicated that 
there tended to be lack of awareness , of agency location in 
relation to its hinterland. Few of the agents visited, even 
had wall maps of their area. Another important managerial 
implication of this finding is the need to research and analyse 
competition. The 32 agent survey indicated a poor grasp of 
the nature of competition with most agents citing other local 
agents as the main source of competition. However, recent 
trends in the travel industry e.g. growth of direct selling, 
indicate the importance of other factors on individual agents* 
activities. .
As mentioned above, agent passivity is linked with the characteris­
tics of the owner or manager. Indeed, the importance of the 
individual running the business underlies many of the implications 
of the third finding. If the manager is to achieve this 
reassessment of his own strengths and weaknesses, then training 
programmes can facilitate this process e.g. ATTITB courses and 
RAMS activities. The ATTITB job description of a branch manager 
cited by Beaver in his book (199) and mentioned in Part VI 
Chapter 4.1.1, shows the direction an individual agency can move 
in. His duties (after suitable training) would include the full 
range of marketing activities; new business development; 
management information; record maintenance.
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Furthermore, this review of the manager’s characteristics 
includes a revaluation of his motivation in running the business
i.e. economic, psychological as explained by Petrof (V Chapter 
2.2). An agent such as Bob Baker rejects the passive approach 
and clearly displays the signs of a retailer motivated by 
economic considerations rather than solely psychological or 
maintenance ones. Since these factors relate closely to the 
implications of the third finding, it will be considered at 
this point.
The third major finding refers to the related issue of the 
generally low level of marketing orientation among agents. Both 
the desk research and the field work revealed many instances of 
views expressed that marketing may lead to better agency 
results. IV 2.2 suggested marketing was an important faotor 
in a film’s success \diile Rodger (IV 1.3.1) pointed out that 
business failure was caused largely by marketing weakness. 
Similarly, in the follow up study (VII 2.2.1) all principals 
interviewed felt that marketing would lead to better agency 
results and they mentioned the complete range of marketing 
techniques as being suitable. A final example, from the field 
research, came from the Small Business Management Teachers 
Programme held at London Business School in 1977 (Part VII 
Chapter 4.2). The conference concluded that, in the field of 
marketing, it could help firms survive less painfully and was 
often used in crisis situations. To explain the discrepancy 
between the desirability of applying marketing and the correspond­
ingly low level of marketing orientation among agents, it has 
been hypothesised in VIII Chapter 2 that this is due to the 
existence of barriers that add to the resistance to change.
The immediate implication of this for the manager iB the need 
to overcome these barriers. These barriers consist ofs 
ignorance; old traditions; view of marketing; excuses; 
psychological barriers.
As the concluding section of the researcher’s article in 
Travelnews (l) spelt out, the desirable conditions for the 
manager to overcome these barriers and apply marketing may be 
expressed in terms of entrepreneurship, enlightenment and 
effectiveness. Entrepreneurship refers to the manager’s 
motivations as regards his agency’s development, in terms of 
actively and creatively applying marketing to furthering his
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■business objectives which could stretch beyond mere comfortable 
survival. Enlightenment refers to the necessity of the manager 
being aware fully of marketing and its scope applied to his 
business. Ignorance generally breeds prejudice and other 
negative attitudes to marketing which in turn contribute to some 
of the psychological barriers mentioned in Chapter 2. Finally, 
effectiveness reflects the manager’s commitment to situate his 
marketing activities in the context of a management oriented 
approach to business with its emphasis on cost effectiveness.
The cost effectiveness approach has been mentioned in the 
researcher’s Travelnews article and earlier in the thesis 
(Part IV Chapter 3 and elsewhere) as a way of associating a 
benefit to the travel agent of a particular cost. This idea 
has also been mentioned in the researcher’s follow-up 
interviews with the trade (see Part VII Chapter 2). This 
approach can break down many of the barriers to increased 
application of marketing by travel agents, because they become 
more aware of the positive effects of marketing expenditure 
on their business. However, in order to pursue this idea 
further it is of more practical help to consider the precise 
cost effect of marketing. The manager should seek to concentrate 
on measuring the financial effect of his marketing cost, where 
this is possible.
Furthermore, the effect of promotional activities was precisely 
measured and several examples are mentioned in Part VI 4# 2.4#
For example, Allan Beaver mentioned the effect of his £1,000 
promotion budget in 1972 on his business. Commercial radio 
figured in RAMS Special Paper No. 9 which illustrated Alan 
Power Travel of Plymouth which experienced a cost effective 
campaign. Orbell (257) mentioned that retail shop modernisat­
ion led to an associated increase in turnover. Direct mail 
was cited by Beaver (259) and yielded 50 first time cruise 
customers. Several other examples are included in this section 
to indicate the practical value of embarking on specific 
marketing activities with an easily definable payoff.
Some Suggested Steps
Part VIII Chapter 2 showed the framework of marketing orientation 
that was distilled from the mass of data collected about agents
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and their potential application of marketing. Parts VI and VII 
in particular highlighted the wide range of possible applications 
in practice. Bearing in mind the obstacles that exist in 
adopting a marketing orientation, as well as considering the 
short and long run implications for the manager, a number of steps 
could be selected by the manager in the short run from the 
range already existing in practice.
Certain criteria could be applied by the manager in his initial 
selection of marketing activities:
(i) Importance: for example, the setting up of a
marketing information system is crucial to the 
development of marketing orientation in the agency, 
since without information the.agency’s markets cannot 
be analysed, objectives and strategies cannot be set 
and controls cannot be used to monitor performance.
(ii) Pay-off: for example, certain marketing activities
such as special local promotions can lead to a 
comparatively easily measurable effect (VI 4#2.4).
(iii) Ease of implementation: advertising is already widely
used and implementation may depend more on modification 
of approach than on revolutionary new thinking.
Promotion Policy
The discussion above has already indicated the ways in which 
the promotion mix - above-the-line and below-the-line advertis­
ing, public relations - is used by travel agency managers. The 
results of the 32 agents survey were typical insofar as they 
showed the prominence attached to some form of promotion even 
with limited budgets (VII Chapter l).
Product Policy
This provides the manager with the basis for segmenting his 
market and classifying customers, which was mentioned earlier 
as being desirable.
As also mentioned earlier in the thesis (Part VI 4.1.3) ‘ttie 
"travel product" is a complex amalgam of ingredients and this
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means that with the increasing variety of products on the 
market, the manager must try to fit his agency and its 
objectives to his customers and their actual or potential 
needs. Some agents already specialise in destinations and 
this single aspect of specialisation enables the manager to 
gear his agency promotion to that destination e.g. window 
display, point of sale, local advertising. This can strengthen 
his competitive position and better exploit current and potential 
needs. Other agents have developed their business house 
business e.g. Limn Poly and this enables them to concentrate 
some of their limited resources on providing good services, on 
a competitive basis, for this segment. Innovation is possible 
for the manager by experimenting with new "travel products” 
for his agency,, e.g. insurance and monitoring effects on his 
performance.
Sales Policy
One effect of the manager adopting the marketing approach is 
that the counter staff assume a crucial role in the marketing 
team. From being simply a clerk, the counter staff perform 
a vital role linking the agency with its customers. They have 
an important creative selling function which requires a coherent 
personnel policy including selection, training, and remuneration. 
The ATTITB study cited in Part VI Chapter 4.2,3 indicated that 
actual sales performance fell below the potential to be expected 
from an active agency staff.
Summarising, therefore, it may be said that the main implicat­
ions of this finding concerning barriers are threefold. Firstly, 
the manager needs to be aware of the barriers that exist and 
their relative importance to this agency. Secondly, he should 
attempt to overcome these barriers by combination of: objectives
that he sets for his business; attempts at evaluating the 
elements of his marketing programme to optimise his effort in 
time and money. Finally, in the short run, he should embark on 
a number of specific marketing tasks which lead to a positive 
payoff. This should form the basis for fully orienting his 
business towards marketing in the longer term.
The fourth finding of the thesis concerned the other external 
and internal factors affecting agency performance. The importance 
of these non-marketing factors has been illustrated earlier in
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the thesis e.g. historical developments affecting travel agents ' 
(Part VI Chapter l), role of external variables (Part VII 4#1.5)» 
impact of uncontrollable factors (Part VII Chapter 3*2). The 
main implications for the manager centre around his need to 
exploit opportunities and anticipate threats from his 
environment and balance these with the aims and resources of 
his internal environment.
An indication of how this may be achieved came in Part VII 
Chapter 3.2 which examined a branch of a multiple with a 
view to evaluating his marketing activities relative to the 
other factors. The Kepner-Tregoe approach outlined in Part IV 
Chapter 3 helps in providing the framework for analysis.
An implication for the agency manager is to become more aware 
of trends in his external (uncontrollable) environment. These 
include not only travel industry factors mentioned earlier but 
also social, political, economic developments at home and abroad.
As in the case of Court Line, occasionally these factors can 
have dramatic repercussions on the individual agent. In 
addition medical, climate* consumerist developments, Common 
Market policies and ABTA/lATA regulations can have important 
repercussions for the manager. In order to monitor all these 
developments, the manager has to follow the hitherto rare 
examples of agents using marketing information systems to 
systematically generate valid, reliable information for marketing 
planning. Although the 32 agent survey revealed a very low 
level of agency involvement in any form of marketing information 
system, examples of specific aspects exist. For example, Part 
VII Chapter 1.2.1 illustrated a multiple’s attempt at market 
research. Furthermore, the in-depth survey of a branch of a 
multiple (Part VII Chapter 3.2) showed that a computer based 
information system linked to budgets and targets can generate a 
great deal of marketing information.
This finding also implies that the other non-marketing controllable 
factors - financial, administrative, personnel, general management - 
must be incorporated in a management information system. Part V 
on small business particularly the first two chapters, helps to 
put marketing’s role in the overall business into perspective.
The main reason for this is that the small scale of the enterprise 
accentuates the interplay between different controllable factors
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and stresses the variety of problems confronting the manager. The 
Bolton Report, particularly, indicated the range of controllable, 
internal factors of concern to the small business*
The important implication for the manager of this finding then 
is to incorporate systematically all the internal and external 
factors into his planning and decision making*
The four main findings of the thesis focus on the applicability of 
marketing to travel agents* These findings have important 
implications for the manager, from small to large, whether 
independent or multiple, both in the short run and longer term* 
However, apart from implying a greater adaptability, sensitivity 
and responsiveness on the part of agents to their environments, 
these findings have implications for the travel trade as a whole 
and those organisations with a stake in the industry*
Principals, through a better understanding of the marketing role 
and functions of the retail travel agent can review their 
relationship with agents to their mutual benefit and that of the 
business* Consumers, whether current or potential, have an 
important stake in the industry and benefit immediately from 
any change in the marketing orientation of agents* By achieving 
greater influence at the beginning of the marketing process 
(marketing research into their requirements) they will express 
their satisfaction ultimately in repeat purchase of the tourism 
"product” - to agents and principals' benefit*
Foreign competition may note the findings and watch 'iheir effect 
on travel retailers, in the context of their attack on U.K.-
markets. Alternatively they may brace themselves for a counter 
attack by an energetic, creative set of agents seeking to market 
U,K. tourism services to foreign visitors or to sell U.K. holidays 
direct to overseas customers e.g. in Denmark.
ABTA and IATA may take the findings as an input into their policy 
making. This may hold true also for the government seeking to 
establish a coherent policy for the travel trade, given its 
concern to uphold "public interest" and listen to "public opinion".
There is a difficulty in balancing the needs of all these parties
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but the thesis findings suggest that travel agents can potentially 
play an important marketing role to everyone’s satisfaction,
CHAPTER 4 : EPILOGUE
The applicability of marketing to the travel agent involves 
consideration both of the ability, in theory, of marketing to 
be applied to the travel agent, both small and large, independent 
and chain, and the application of marketing in practice. This 
study has examined the applicability of marketing to the travel 
agent, and suggested the potential that exists for applying 
marketing both in spirit and action to the travel agent.
The passive nature of the travel agent, his low marketing 
orientation suggest tfyat barriers exist that prevent the potential 
of marketing from being fully realised in practice. There is no 
evidence to suggest that size and independence are elements, it 
is rather ignorance, lack of awareness, misconceptions and 
prejudices of owner/manager coupled with industry factors that 
have led to this situation. There is enough evidence through 
examples of individual travel agents to suggest that marketing 
is applied, can be applied and could be applied to the tourism 
and travel retailer.
These findings have important implications for the travel agent 
in particular and the travel trade in general. Marketing 
contributes to an agent’s profitability by gearing his organisation 
to satisfying his market’s needs more effectively. The travel 
agent therefore could consider becoming more marketing oriented*
In order for this change to happen, he has to be persuaded of
benefit of adopting the marketing approach and its techniques 
e.g. local promotion. The barriers that contribute to the agent’s 
resistance to change could be overcome by making him aware of 
marketing’s potential benefits through a variety of educational 
and consultancy activities. This realisation of marketing’s 
potential contribution is vital if the travel agent is to transform 
his "shop" into a modem, information-based, marketing operation.
It is only when this change in agents’ attitudes is complete, that, 
small and large, independent and chain, can exercise the active,
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creative role that their position in the High Street, and 
proximity to consumers encourage.
The travel trade itself greatly depends on the efficiency of its 
retailers and many current and future developments will he 
affected by travel agents: direct selling; government intervent­
ion; KPI'I abolition; A.B.T,A. rules; computerisation. The 
active versus passive controversy concerning the travel agent’s 
role will eventually be resolved when both travel agents and 
their principals realise the agents’ importance both as retail 
outlets for the principals and their importance as a retail 
business in their own right. The applicability of marketing to 
the travel agent is crucial to the development of the travel trade 
because: marketing is a vitally important business activity;
marketing’s applicability to the travel agent lias been shown to 
be possible; both principals and agents and their customers 
depend on the correct application of marketing for mutually 
profitable trade relations.
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1. THE QUESTIONNAIRE
2. THE SUMMARY OP THE 32 AGENT SURVEY 
3* BIOGRAPHICAL DATA OP THE 32 AGENTS 
4# HINTERLAND
5. PERFORMANCE DATA OP THE 32 AGENTS
6. PUBLICITY MATERIAL OP A LARGE CHAIN
7. THE RESULTS OP THE 32 AGENT QUESTIONNAIRE
8. GRAPHS OP PERFORMANCE ANALYSIS OP A LONDON 
SUBURBAN ONE BRANCH AGENCY
9. GRAPH RELATING TO A PROVINCIAL BRANCH OP A 
MULTIPLE
10. SMALL TRAVEL AGENTS* RESPONSES
11. INDEPENDENT TRAVEL AGENTS* RESPONSES
12. SIGNIFICANT CASES
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lSSIFICATION data s t ri ct l y  c on f id en t ia l
i4E :..... .................................................................... DATE OF FOUNDING ..................................................
SITION ................................................................. AGENCIES (IATA ETC., ABTA)............................... .
IVEL AGENCY  .............................................. MANUFACTURING %
DRESS ................................................................... RETAILING %
................................................................. .. NO. OF EMPLOYEES ................................... TOT.
.....................turnover category (see appendix 3)
. OF BRANCHES......................  BUSINESS HOUSE % HOLIDAY % .
CTION 1 : GENERAL BUSINESS ASPECTS
OWCARD A
1. What a r e  t h e  main prob lems a f f e c t i n g  your  b u s i n e s s ?  (OPEN)
( R e p e a t  showing l i s t )
. 2 .  Which i s  t h e  l e a s t  s e r i o u s ?
3. Have any p rob lem s  become more s e r i o u s  compared t o  l a s t  y e a r ?
. 4 .  Have any p rob lem s  become more* s e r i o u s  compared t o  3 -5  y e a r s  ago?
. 5 .  Have any p rob le m s  become l e s s  s e r i o u s  compared t o  l a s t  y e a r ?
. 6 .  Have any p rob lem s  become l e s s  s e r i o u s  compared t o  3 -5  y e a r s  ago?
. 7 .  What i s  most  l i k e l y  t o  a f f e c t  your  b u s i n e s s  in  t h e  n e x t  y e a r ?
. 8 .  What i s  most l i k e l y  t o  a f f e c t  y o u r  b u s i n e s s  in  t h e  l o n g e r  te rm?
r i s i n g  o v e r h e a d s ,  e . g .  r e n t  and r a t e s Q1 Q?
o*
Q£
o b t a i n i n g  f i n a n c e 2 2 2 2 2 2 2 2
. a d m i n i s t r a t i o n  work f o r  grovernment 3 3 3 3 3 3 3 3
• k e e p i n g  r e c o r d s  f o r  o u t s i d e  b o d i e s 4 4 4 4 4 4 4 4
. r e c r u i t i n g  s u i t a b l e  t r a v e l  age ncy  s t a f f 5 5 5 5 5 5 5 5
. c o m p e t i t i o n G 6 6 G 6 G 6 6
. knowing what  my c u s to m e r s  want 7 7 7 7 7 7 7 7
. w ork ing  lo n g  h ou r s 8 8 8 8 8 S 8 8
. economic c l i m a t e 9 9 9 9 9 9 9 9
. d e a l i n g  w i t h  to.ur o p e r a t o r s / c a r r i e r s 10 10 10 10 10 10 10 10
s e a s o n a l  n a t u r e  of my b u s i n e s s 11 11 11 11 11 11 11 11
. 9 .  What f a c t o r  most  a f f e c t s  t h e  s u c c e s s  o f  your  b u s i n e s s ?
. 1 0 .  How do you judge  i f  y o u r  a g e n cy  h a s  had a  good y e a r ?
. 1 1 .  How i f  a t  a l l ,  ha s  your  b u s i n e s s  changed  in  s i z c  ove r  t h e  l a s t  f i v e  y e a r s ?
C o n s t a n t  0.507a 51%-100% 100%
iployees *.
OWCARD B.
1970/1  1971/3 1972/3  1973/4- 1974/5  1975 /0  1970/7
. 1 2 . '  100 T u r n o v e r
. 1 3 .  100 P r o f i t
. 1 4 .  How has  y o u r  t u r n o v e r  changed i n  c o m p o s i t i o n  ( o p e n ) ?
334
SECTION 2 I l i i i N i i l t A J - .  i'/u x i r.«_i t\ur i
Q. 15. Do you ' t h i n k  m a r k e t i n g  a p p l i e s  t o  yo u r  b u s i n e s s ?  
SHOWCARD C
Y e s / N o / D o n ' t  Know
Q. 10. I f  n o ,  why do you t h i n k  m a r k e t i n g  does  n o t  a p p ly  t o  yo u r  b u s i n e s s ?  (Open f i r s t , '
.1  do n o t  have enough  t im e  
.1  s u r v i v e d  w e l l  w i t h o u t  m a r k e t i n g  
. T h e r e  i s  no c o m p e t i t i o n
.1  nm n o t  a w a r e  of. what  m a r k e t i n g  can  do  f o r  me 
.1  c a n n o t  a f f o r d  t o  spend  money on m a r k e t i n g  
.My b u s i n e s s  i s  t o o  s m a l l
. M a r k e t i n g  i s  nothing-  now, i t ' s  j u s t  a word 
.1  am a l r e a d y  u s i n g  p a r t s  o f  marketing -  on ly  I do  n o t  
c a l l  i t  t h a t  
. I d o  n o t yieej m a r k e t i n g
the. principals do tbd marketing instead of me
Q. Id 
1 
2
3
4
5
6 
7
f?
9
Vn
SHOWCARD D. 
Q. 17 -  
Q. 26. Fo r  e a c h  s t a t e m e n t  g i v e  your  o p i n i o n .
Q17 QIS Q19 Q20 Q21 Q22 Q23 Q24 Q25 Q26
. S t r o n g l y  a g r e e 1 . 1 1 1 1 L . 1 •cl- ' X. 1
.Agree 2 2 2 2 2 2 2 2 2 2
. N e u t r a l / n e i t h e r  a g r e e  
no r  d i s a g r e e
a 3 3 3 3 3 3 3 3 3
. D i s a g r e e 4 4 4 4 4 4 4 4 4 4
. S t r o n g l y  d i s a g r e e 5 5 5 5 5 5 5 5 5 5
. D on *t  kn ow 0 G 6 G 6 6 G 6 6 6
Q. 27 
HOWCARD E
What do you u n d e r s t a n d  by t h e  te rm  " m a r k e t i n g " ?  
( R e p e a t  showing l i s t )
Q. 27
.. S e l l  i n g 1
.A d v e r t  i s i n g 2
. P l a n n i n g 3
. M a r k e t i n g  R e s e a rc h -1
.A p p l i e d  Common Sense 5
. S a t i s f y i n g  t h e  c o n ­
sume r  p ro  S f i t a b l y 6
.M a x im is i n g  p r o f i t 7
(onon f i r s t )  
Q28 Q29 Q30 Q31 Q32 Q33 Q34
e a c h  s t a t e m e n t  g r a d e  you r  o p i n i o n  -  SuOWCARD D.
Q.2R-
Q. 34.  For
SHOWCARD F
Q l 3 5 ’ Which a c t i v i t i e s  d o  y o u  sp-^nd most  money on?
Q .36  Which a c t i v i t y  do y o u  spend  l e a s t  money on?
F i r s t  C h o ic e
t Q. 35 Q.3(
. A d v e r t i s i n g  in  local  p r e s s 1 1
. P o i n t  of s<\je d i s p l a y s 2 2
.M a r k e t i n g  r e s e a r c h 3 3
. O f f e r i n g  c r e d i t A 4
.M a i l  s h o t s 5 5
. P u b l i c  r e l a t i o n s G 6
.L o c a l  d i s t r i b u t i o n  o f  l e a f l e t s 7 7
. C o - o p e r a t i v e  t r a d e  p r o m o t io n s O 3
. K e e p in g /A n a .1 y s i n g  c u s to m e r  r e c o r d s 9 9
. P r  cvi  d irvg add  11 iOnal s e r v  t ces 10 10
\
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Q.37 What records do you keep?
Turnover Yes/No
Q,38 If yes - weekly, monthly, quarterly, or yearly
Q.39 Types of Business Yes/Mp.
Q.40 By principal Yes/No*
Q.41 By client Yes/Ho*
Q.42 Profit Yes/Wo.
Q.43 If yes - weekly, monthly, quarterly, yearly or other?
Q, 44 How far back? 1-3 years* 4~5 years; 7-10 years; lOyears +
Q,45 Which is mo3t useful?
Q.46 Do you keep a trailing list? Yes/No.
Q.47 If yes, - how often do you use it? monthly, quarterly, biannually or annually
SECTION 3 : SPEcTFTc ASPECTS OF VAkXSTIN3
SHOWCARD G PROMOTION
Q.43 Which promotion methods hmye you tried in the past?
Q.49 Which do you j \ o w  use? v
Q.50 V/hich is the most effective?
-    —■   —w.Wim.•■&*«.   iMlimfii" -«- ' ' "
SHOWCARD G V; Q.48 Q.49 Q.50
. Advertising on TV/Radio 1 1 1
. Press advertisements 2 2 2
. Magazine advertisements 3 3 3
, Promotion in shops or stores 4 4 4
. Talks to local groups 5 5 5
. Direct mail to general public 6 6 6
. Mail shot to previous clients 7 7 7
. Window displays fi 8 8
. Film shows 9 9 9
. Cinema advertising 10 10 10
. Business entertaining 11 11 11
. Special brochures 12 12 12
. Sponsorships 13 13 13
Q.51 Are you trying to follow a theme car image? Yes/No,
Q.52 How much do you spend on promotion per annum?
POINT OF SALE
Q.53 What are the main factors you took into account when laying out the shop? 
(Open)
Q.54 Have there been any changes in the past 5 years? Yes/No.
Q.55 How do you select your window displays? Merchandisers, Principals
Seasonal, No special reason, Others.
CUSTOMER RELATIONS
Q.56 Do you keep records on customer enquiries? Yes/No.
Q.5? Do you keep records on customer complaints? Yes/No.
Q.58 Do you specialise at all in a range of products? Yes/No.
Q.59 If yes, on what basis?
SELLING
Q.60 Counter sales and*telephone sales - % of total?
Q.61 How much do you spend on s k a f f training (with yourself) per annum?
. 62  Do you c a r r y  out  any m a r k e t i n g  r e s e a r c h ?  Yes/No.
.6 3  I f  Yes,  why?
.64 What?
.65  I f  No, why n o t ?
IOWCARD H
.66  Which i n f o r m a t i o n  would you most  l i k e  t o  know a b o u t?
1 s t  2nd
C ho ic e  C ho ic e
. Where do e s  my b u s i n e s s  come from? 1 1
. The b e s t  way t o  promote  my b u s i n e s s 2 2
. Why do  my c l i e n t s -  come t o  me? 3 3
. What i s  t h e  competi t ion d o ing? 4 4
. What i s  the  e f f e c t  of my shop  l a y o u t ? 5 5
. What i s  t h e  e f f e c t  of  my c o u n t e r  s t a f f ? 6 6
. Where c o u l d  f u r t h e r  b u s i n e s s  come from? 7 7
. What does  my n e ig hbou rhood  t h i n k  of my a gency? 8 8
. Would s p e c i a l i s i n g  bo p r o f i t a b l e ? 9 9
. I s  my c u r r e n t  b u s i n e s s  w o r k in g  a t  t o p  e f f i c f e n c y lO 10
. None 11 11
SECTION 4 THE ROLE OF THE TRAVEL AGENT IN INDUSTRY
SHOWCARD I
Q. 67 
Q. 68 
Q. 69
How do you s e e  y o u r s e l f ?
How do Tour  O p e r a t o r s  see  you?
do C a r r i e r s  s e e  you? Q. 67 Q. 63 Q. 69
. As p r o v i d i n g  a s u i t a b l e  o l a c e  f o r  p u r c h a s e 1 1 1
. As t a k i n g  and p r o c e s s i n g  b o o k in g s 2 2 2
. As h e l p i n g  w i t h  e n q u i r i e s
. As f u r t h e r i n g  and d e a l i n g  s a t i s f a c t o r i l y  w i t h
3 3 3
c o m p l a i n t s 4 4 4
. As a s s i s t i n g - c l i e n t s  t o  d e p a r t u r e  p o i n t s 5 5 5
. As c r e a t i n g  new b u s i n e s s 6 r> 6
. As p r o v i d i n g  a t r a v e l  c o n s u l t a n c y  s e r v i c e 7 7 7
.7 0  
. 71
.72
Do you se e  y o u r s e l f  a s  s m a l l  compared t o  o t h e r  A g e n t s '  b r a n c h e s ?  Yes/No. 
What a r e  t h e  main a d v a n t a g e s  of b e i n g  " s m a l l " ?
What a r e  t h e  main d i s a d v a n t a g e s  of b e i n g  " s m a l l " ?
What a r e  t h e  main a d v a n t a g e s  of b e i n g  " i n d e p e n d e n t " ?
What a r c  t h e  main d i s a d v a n t a g e s  of b e i n g  " i n d e p e n d e n t "?
.75 Would you j o i n  a  v o l u n t a r y  g roup  of a g e n t s ?  Yes/No.
OWCARD D
. 73 
. 74
.7 6  RPM s i g n i f i c a n t l y  a f f  e c t  s in v b u s i n e s s
s t r o n g l y  a;?ree 
a g r e e
n e u t r a  1/ne. i t  h e r  a ^ r e e  no r  d i s a g r e e  
d i s a g r e e
s t r o n g l y  d i s a g r e e  
d o n ' t  know
.7 7  Who i s  you r  mci in competit i o n ?
. O the r  T r a v e l  a g e n t s  l o c a l l y  
. O ther  l o c a l  shops  
. P r i n c i p a l s  s o i l i n g  d i r e c t  
. C l i e n t s  s a v i n g  ii^G-ad 
. O ther  expend 11ure 
. O t h e r s
1
2
3
•1
5
6
COMPETITION
.7 8  
: 79
Do you c l a s s i f v  your  c l i e n t s  from a m d r k e t i n #  p o i n t  of view? Yes/No.  
K  y&s, how?
OWCARP J
80 % of customers coming within x miles?
25% of them 50% 75% 1 Q Q %
81 Any comments?
OP LAYOUT
OBSERVATION
 ■——rr—'.-.jfr^strxcrfgfl
INDOW DISPLAY
OP LOCATION
OTHER AGENTS' POSITION
OTHER ATTRACTIONS
NO OF SHOPS IN CENTRE
HIGH STREET/off HIGH STREET/
NEAREST PRINCIPAL
TRANSPORT
CREDIT CARDS
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pci
APPENDIX 2 THE SUMMARY OP THE 32 AGENT SURVEY (A GUIDE ONLY)
1 NTKlt 1M KESHAHCM SUMMARY OK TRAVEL AG ENTS ' SURVEY
The Su rvey  A l l  t r a v e l  ac t in ia  drawn from TIC D i r e c t o r y .
T h i r t y - t w o  i n t e r v i e w e d  ua iriB' a q u e s t i o n n a i r e .
Area  chosen  was South Mast England and Eas t  A n g l i a ,  
( e x c l a d i n g  G r e a t e r  London) .
Sep tember  -  O c t o b e r  1976.
Some C h a r a c t o r i a t i c s  of t h e  Sample
ABTA members I 29•
IATA members ' 9
Less  t h a n  5 employees  : 27
Up t o  £2 5 0 ,0 0 0  ' p . a .  t u r n o v e r  : 13
£250 ,001  -  £ 5 0 0 ,000  p . a .  t u r n o v e r  : 13
- 4.
Some i n t e r i m  F i n d i n g s
G e n e r a l
1. The main p ro b le m ,  c u r r e n t l y  and in  t h e  f u t u r e ,  was se en  t o  be t h e  
economic c l i m a t e  ( n e x t  came f i n d i n g  s u i t a b l e  s t a f f ) .
2. The l e a s t  s e r i o u s  prob lem was f i n d i n g  f i n a n c e  ( n e x t  came 
adrn i n i a t r a  t i on work f o r  g o v e rn m e n t ) .
3. S u i t a b l e  s t a f f  was most o f t e n  m en t io ned  as  t h e  main key t o  s u c c e s s .
Market ing
4. The m a j o r i t y  t h o u g h t  m a r k e t i n g  a p p l i e d  to  t h e i r  b u s i n e s s ,  and t h o s e  
t h a t  t h o u g h t  no t  were o f t e n  unaware of what  m a r k e t i n g  meant .
5. Most r e s p o n d e n t s  t h o u g h t  m a r k e t i n g  meant  s e l l i n g  ( n e x t  came t h e  
• t e x t  book d e f i n i t i o n '  -  s a t i s f y i n g  t h e  consumer p r o f i t a b l y ) .
6. Loca l  p r e s s  a d v e r t i s i n g  was found t o  be t h e  moat p o p u l a r  and 
e f f e c t i v e  i t e m  of m a r k e t i n g  e x p e n d i t u r e .
7.  F r e q u e n t l y  t h e  a n n u a l  p ro m o t io n  budge t  would be £250 -  £500.
8. Very few k e p t  r e c o r d s  of  c u s to m e r  c o m p l a i n t s ,  h a r d l y  anyone  r e c o r d e d  
s im p l e  e n q u i r i e s .
9. The m a j o r i t y  d id  n e i t h e r  s p e c i a l i s e  no r  c l a s s i f y  t h e i r  c u s t o m e r s  
m a r k e t i n g  w ise .
Ho I e in  1 mlns t ry
10. The g r e a t  m a j o r i t y  t h o u g h t  t h a t  HPM a b o l i t i o n  would g r e a t l y «a f f e c t  
t h e j r  b u s i n e s s .
11. The a g e n t  s e e s  h i m s e l f  aE a t r a v e l  c o n s u l t a n t  which i s  n o t  how t h e  
p r i n c i p a l  s e e s  i t  ( a c c o r d i n g  to  t h e  m a j o r i t y  i n t e r v i e w e d ) .
12. The m a j o r i t y  f e l t  t h a t  i l ie main c o m p e t i t i o n  comes from o t h e r  l o c a l  
t r a v e l  a g e n t s .
© P.M. WEIS/. A p r i l  1977
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N o w  tha t  your holiday and travel  
has been confirmed Grace Travel  
w ould  like to explain a f e w  
im portant  points . . .
Passports
For  t rave l  a b r o a d  y o u  m u s t  b e  in p o s s e s s i o n  of a 
va l i d  p a s s p o r t  or  t r ave l  d o c u m e n t  a n d  it is 
a d v i s a b l e  t o  m a k e  a p p l i c a t i o n  n o t  l es s  t h a n  t w o  
m o n t h s  in a d v a n c e  of  d e p a r t u r e .  A n y  v i s a  or 
h e a l t h  r e q u i r e m e n t s  m u s t  a l s o  b e  c o m p l i e d  w i t h  
a n d  w e  sha l l  b e  p l e a s e d  t o a d v i s e  y o u  m t ins  
c o n n e c t i o n .
T rave l le rs  cheques and fo re ig n  c u r re n c y
W e  s u g g e s t  t h a t  y o u  c ar ry  t h e  n u n o r  p a r t  of y o u r  
s p e n d i n g  m o n e y  in t r av e l l e r s  c h e q u e s  a n d  o n l y  a 
s m a l l  a m o u n t  in f o r e i g n  c u r r e n c y .  B o t h  c h e q u e s  
a n d  c u r r e n c y  a r e  o b t a i n a b l e  t h r o u g h  y o u r  u s u a l  
b a n k .
In th e  e ven t  o f  c a n c e l la t io n
If for  a n y  r e a s o n  y o u  f ind it n e c e s s a r y  t o c a n c e l  . 
y o u r  h o l i d a y ,  n o t i f i c a t i o n  m u s t  b e  r e c e i v e d  in 
w r i t i n g  b y  o u r  u t f i c e  b e f o r e  a n y  a u t i o n  c a n  b e  
t a k e n .
Insurance
In y o u r  o w n  i n te r es t ,  it is e s s e n t i a l  t o b e  c o v e r e d  b y  
a c o m p r e h e n s i v e  h o l i d a y  i n s u r a n c e  p o l i c y .  If y o u  
d i d  n o t  m a k e  a r r a n g e m e n t s  w h e n  b o o k i n g  y o u r  
1 m l i d a y  y o u  a re  s t r o n g l y  a d v i s e d  t o  d o  s o  a t  o n c e  
a n d  w e  c a n  h a n d l e  this  for y o u .
Trave l t i c k e ts  and d e p a r tu re  d e ta i ls  
A s  s o o n  a s  t h e s e  tire r e c e i v e d  f r o m  t h e  t o u r  
c o m p a n y ,  n o r m a l l y  7 d a y s  or  s o  b e f o r e  d e p a r t u r e ,  
t h e y  wi l l  b e  c h e c k e d  b y  o u r  s t af f  a n d  t h e n  p a s s e d  
o n  t o  y o u  i m m e d i a t e l y .
O th e r  fa c i l i t ie s
W e  will  b e  p l e a s e d  t o a r r a n g e  for  C a r  Hi re  t o  a n d  
f r o m  y o u r  d e p a r t u r e  a i r p o r t  or  a t  y o u r  d e s t i n a t i o n  
a s  w e l l  a s  o v e r n i g h t  h o t e l  a c c o m o d a t i o n  in t h e  
U n i t e d  K i n g d o m .
. . . all part of  the  service 
f rom  Grace T'ravel
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(ii) ITINERARY
i r a c e  T r a v e l  Itinerary for:
eport Report
erminal Airport
ate Carrier/Flight From To Depart Arrive
Free B a g g a g e  A l lo w a n c e :  All t im e s  q u o te d  are local  t im e s
P le a se  r e -co n f irm  o n w a rd  reserv a t io n s  and o bta in  reporting  t im in g s  on arrival a t  d e s t in a t io n
Your tickets and itinerary shou ld  be checked carefully  
to ensure that they meet w ith  your requirements.
Check List
I I Passport 
L I  Visa (s)
L I  Vaccinations
M ay we rem ind you to let us have your instructions fo r  
: Travel Insurance  
: Car Hire
: Currency/Tiave/lers Cheques
JBC& Of
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‘BET YOU WISH YOU WERE ON 
HOLIDAY WITH GRACE!’
<SRACE 
TRAVEL
G r o c s  T ra v u l  L i m i t e d
is  a  Ij i q o  1 la v n l  A y o i ic y  
G r o u p  p ro v ic ln i£ j p u rs o r m l 
a n d  e f f ic ie n t  s e r v ic e  
t o g e t h e r  w i th  s u p e r b  
v a l u e  in  o v e r s e a s  
h o l i d a y s  a n d  a ll a s p e c t s  
o l  b u s i n e s s ,  c o n f e r e n c e  
a n d  g i o u p  t r a v e l .
I I
I 2: GO' 
TKAVtlN\ m - w m, ■ ■1 fTT
K s j i r i =”K?7Tx-sjiuJt
W.i^vfe* ! f 1ST
i f £ J, • ,■ W ' o 5,f '* ■( ‘ ■•1”V ^ |V,1 »■ V
•C;- >«4;>^
Here ere your travel docu m en ts
Take them call w ith you when you go, 
together w ith the official confirmation 
of your holiday, to avoid any confusion 
at the hotel.
Also check that your passport 
and any other documents 
are valid for your stay.
Best wishes from us all at
^ T O  GRACE GO ONE BETTER
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Invitation
a Hogg Robinson Presentation 
featuring
&commencing
G ROBINSON 
TRAVEL
N am e ... 
Address
' I w ould like to be included in Hogg Robinson 
Travel's free holiday mailing service
Yes . . . . ■ • □
No  . . . ■ • □
Already included . • • □
and this is the sort of holiday and travel in­
form ation that w ould interest me.'
T y p e (s ) of holiday (i.e ., hotel /  villa /  
British /  cruising, e tc ..........................................
Countries
A pproxim ate cost per person: £ 1 0 0 /£ 2 0 0 /  
£300 (delete as appropriate).
Tour O p era to r(s ) preferred............................
With Compliments
3A.:'Vi tSOTWEWSBfflBBW^ . fj emmsamssa^ a^
HOGG KO!t!NSON TRAVEL
’!.tki■ i j o i • .■ franyou i locuk-xIx.*Ls*at 
Cmvcii House,
! 1:)/ i 23 Kings'way.
... = L oudon WC2B 6PT
HI T d  01-242 1091
Ai ia
Hogg R o b i n s o n  (Travel)  Ltd 
Craven Hou se  
1 1 9 / 1 2 3  Kingsway 
L o n d o n  W C 2 6  GOT 
T e l e p h o n e  0 1 - 2 4  2 1091 
Telex  2G5721 
Te l eg r a ms  I l o g r ob t r a v  
L o n d o n  WC2
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Ybur travel documents with 
our compliments
Make sur e  yo u  t ake  t h e m  wi th  y o u  on  y o u r  j o u r ney  
t oge th e r  w i th  y o u r  ho l i day  c o n f i r m a t i o n  — jus t  to avo id  
any  c o n f u s io n  at  the ho te l .
A reminder
Do ch ec k  t ha t  y o u r  pa s s p o r t  an d  any  o th e r  d o c u m e n t s  
y ou  n e e d  for y o u r  ho l i day  a re  valid for t he  d u r a t i o n  
of y o u r  s tay.  If y ou  have any  d o u b t s  d o n ' t  h e s i ta t e  t o  
c o n t a c t  us  and  ask ou r  advice.
35 0
We hope that you've enjoyed your holiday 
and look lor wo. rd to being able to help 
with your travel arrangements next time.
h o g g  mrnmoH travel
w w w  y. ...bi'Wl^'rkyB’d'iO: G y z$Z858i$8£g3I, .. ri..„ r, . . . , ,, ••%•_• i-"' t o •; ' y- <•- a • y-v.;-
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at any branch of H O G G  ROBINSON TRAVEL
Every month...
You get the chance to win a weekend for two in Paris or 
Amsterdam with the compliments of
At the end of the year...
You could win the star prize of a fortnight for two in 
glorious St. Lucia, a Caribbean dream holiday awarded by
Sovereign Holidays 
And this is all you have to do...
Just study the six reasons we give below why people book 
their holidays through a travel agent, and then list them in 
order of importance. If you think reason ‘C’ is the most 
important, put the figure ‘V against it in the box provided; put 
the figure ‘2’ against your second choice, and so on from ‘1’ to 
‘6’. To complete your entry we then want you to tell us why you 
book with Hogg Robinson Travel.
Return this to us and you’re 
in with a chance
(check our address overleaf)
ararxw .aat-T SfflraaT SE W fflcaa?.i»}:re3.\>  s r a r r v * :* ? m s s s stew xzw-jtumm?k >wmi m . j i u j ' n
jf  It is best  !o u se  a travel agent b ecau se :  ‘I book with H ogg R obinson  b e c a u s e
4
| fan- ! A local agent is easy to ..
j l/'T_____! reach and always avn. able. ............................... ^
| |""rj j j He can offer a full range of ............................... f|
j lW i I travel services uruloi one ft
roof.  »bV? ,   , 1 ,u
}? !/> i 1 He provides reliable, unbi- ..............................  -
3 LV 1 ased advice Iree of charge. <!ri not more than fi,tecn words)
l*r;j
M  ill"1- ' He can take away the paper- Namo...............  t.; jj
|?4 LUJ---- ' work and the brochure Address.............. m  ,' j ', p
pt searching. '   v
/. 'A I p i ! He provides a friendly,.....................  \ATv:f-T‘’‘y
-'/.I LRj efficient service. /ri   mm
W bV I pi 1 He can keep costs down ...................  \ "
^ ’ fnd ,t: alwaH  °’ the Tel. No...............A latest special offers. ^.■ye H 4 :*A-
/ XHb*.. e v-*
b I agree to the conditions of entry (overleaf) and confirm that
K" 1 am over 18 years of age. ;(i
'^Signed ..  ..........   Hate..........
v-^-w 1 Y 1 I j-l LVV I l-m i -1,1V J.IJU. i. -
SIGN, SELF-SERYICE RACK)
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C1Q SERVED DATA
Small Others
Non-monen
t
1 16 t . 11
perception f
13 7 * 2.®
perception ^
t •
1 4  * 7  . ♦ ■ ‘ 3 1
FISHER'?; EXACT TEST
1.1)- CHI --SOUARE ~ 'ICC LA.MOD A PR Oil . CUM. PRO
11 20 :i 0 a 25 .776 0 . 0 0 0 ■ 0.000
10 14 .4 0 0 I 3 . 9 6 Ei 0 ,000 : 0.000
0 14.04 1 1 n ..2 5 0 0 .000 0.000;
9 9.251 9.760 0 .003 0 .004-
1 0 .9 57 1J .0 04 0.003 0 .-007.
e' 5'.231 '%k. 5.359 0 . 024 0.031
V :' 3 .k:11 3 .33 3 A .026 0 .057
7 2 . 3 5 H 2 . 366 0 . 0 96 0 .153
3 ■ ' 2.203 2 . 2 6 0 0 . 1 0 5 0.250
6 F . 6 0 6 0 . 6 F 6 2 .219 0 .477
9 0 .533 0 . 9 3 R 0 .230 0 .707
3 0 . 0 0-1 y .001 0 .293 1 .000
REJECT NULL HYPOTHESIS (SOME EVIDENCE OF A RELATIONSHIP)
2. Agent Location (Distance from Principal) ?nd Reason fo2?rMndow 
—  Display Choice v - _
CJD S E R V E D  D A T A  ■
= ¥§ 58 feies 20 Miles +
t
t ■
14 5 t 2.9
!
FISHER rS EXACT TEST
/
N ( 1 , 1 ) CH I -SRI  IAFIE -21 00 LAMBDA '’ HJJ, C UM . PROB
5 1 1 .4 75 12.799 0.002 . 0.002 •'
6 5 . 54 I 5.3 67 0.0 34 0.036
10 3 . 1 B 0 4 .761 0.0 98 0.134
• 7 1 . 74 1 1.638 0.173 0 . 306
9 0 . 5 6 1 0 . 6 0 4 0 . 3 2 6 0i.63 3
8 0 . 00 1 4 . 0111* 0 . 3 6 7 1,0 0'0
OBSERVED
OBSERVED
REJECT NOLL HYPOTHESIS (SOME EVIDENCE. OF A RELATIONSHIP).
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Not Applicable
Indep,
3
4
Non Indep#
18
7 2.1
F I S H E R ' S  E X A C T  T E S T
21
7
2.8
N(1,1) CH I --SOU A RE LOG- L A M 8 0 A PROQ . CUM. P RGB
0 2 8 . .  0 0 0 3 1 . 4 9 1 0 . 0 0 0 0 . 0 0 0
1 1 8 : 3 4 9 1 7  . 7 0 8 0 . 0  0 0  1 0 . 0 0 0
2 1 0 . 7 3 0 9 . 9 0 6 0 . 0 0 4 0 . 0 0 4
3 5  . 1 4  3 4 . 7 0  5 0 . 0 3 9 0 . 0 4 3
7 3 . 1 1 1 4 . 7 5 7 0 . 0 9 8 0 . 1 4 1
4 1 . 5 0 7 1 . 4 8 0 , •0 . 1 7 7 0 . 3 1 8
6 0 . 5 7 1 ^  0 . 6 2 2  
0 . 0 6 2
0 . 3 2 1 0 . 6 3 9
5 0 . 0 6  3 0 . 3 6 1 1 . 0 0 0
OBSERVED
REJECT NULL H Y P O T H E S I S  (BOSE EVIDENCE  OF A REL ATIO NSHIP ).
ENTER N (1 , 1 ) , N (1 , 2 )  , N {2 ,1 ) , N (2 T2 )  ? 1 2 , 0 , 1 0 , 5
Agent Performance (Taipoje^jjr^Bggloyee) and Customer Classification
OBSER V E D  DATA
Not Classify
Growth
12.
1 0
22
Non-Growth
12
1 5  ’
27
I SHE A *S E X AC T TEST
1 , 1 ) Oil ! — S QU A Kt - Z  L O G  L AM 8 0A n n o B . CUM. P R 0 8 .
n
/ • 7 . 6 7  0 9  . 5 7 4 4 . 0 1 0 0 . 0  1 0
1 2 4 .90 9 o CO o 0 . 0 3 7 0 . 0 4 7 O B S E R V E D
q 3 . 1 4 2 3 . 2 5 1 0 .  0 9 2 . 0 . 1 3 9
s
11 1 . 4 8  5 1 . 5 9  3 0 . 2 0 3 0 . 3 4 2
9 0  .  o  0  1 0  . 5 9 9 J  . 2  8  6 0  . 6 2 8
1 0 0 . 0  4 9 0  . 0 4 9 0  .  3  7 2 1.000
R e j e c t  n u l l  h y p o t h e s i s  (s o m e  e v i d e n c e  o f  a r e l a t i o n s h i p ).
5* Small Travel Agents and Annual Promotion Budgets
ENTER N( 1 ,1 ) ,N( 1,2) ,N(2,1),N(2,2) 75,15,6,2
OBSERVED DATA
Small Others
£250 
or more 5 15 20
than 6 2 8
11 17 28
FISHER'S EXACT TEST
N( 1 , 1 ) CHI-SQUARE -2L0G LAMBDA PROB. CUM. PROB
3 17.309 20.612 0.000 0.000
4 10.916 11 .476 0.002 0.002
11 7.247 9.995 0.008 0.010
5 5.989 6.030 0 .020 0.030
10 3.369 3.766 0 . 069 0.099
6 2.530 2.501 0.101 0.200
9 0 .958 0 .998 0.219 0.419
7 0.539 0.532 0 .253 0.671
8 0.015 0.015 0 .329 1 .000
OBSERVED
REJECT NULL HYPOTHESIS (SOME EVIDENCE OF A RELATIONSHIP).
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